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The Diary says Arch Shaw—A. W. 
you—can still r’ar up like an old 
re horse over a key sheet of direct 
jing returns. Maybe that’s be- 
se he’s still a pretty successful 
so, advertiser. 
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“The radio and newspapers,” says 
mk, “give an hour-by-hour and 
sy-by-day account of events im- 
rtant enough to be called news.” 
Like Sadie Hawkins Day? 
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It wasn’t so important when 
Philadelphia and Detroit reelected 
heir mayors, but when Kentucky 
ose a Republican governor, the 
old chills began running up and 
own the spines of Alben Barkley 
nd Happy Chandler. 
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KMBC is described as “clean as a 
hound’s tooth,” but so far the 
merican Dental Association hasn’t 
tified just what degree of oral 
hygiene that represents. 
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Howard Blood predicts much 
greater diversification in food use, 
ind “a continuing trend to dine 
but.” 

Lspecially on Thursday night? 
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The farm bloc is split wide open 
on the question of maintaining a 
tax on oleomargarine, and so it’s a 
wse Congressman who is able to 
figure out which side his bread is 


Distillers Warn 
Against Wartime 
‘Greed’ Selling 


Distributors and 
Retailers Told to 
Stop Practices 


New York, Nov. 4.— Hitting out 
against the “excessive greed” which 
motivates the wartime sale of un- 
known brands with nationally ad- 
vertised products, two leading dis- 
tillers warned distributors and re- 
tailers this week to stop these prac- 
tices. 

In advertisements in business 
papers serving the liquor and bev- 
erage trades, as well as associated 
fields, Seagram Distillers Corpora- 
tion, New York, and Ronrico Cor- 
poration, Miami, declared that dis- 
tributors must stop using “football 
tactics” and quit shoving customers 
around. Seagram said it is “taking 
the strongest possible action within 
the law to eliminate every practice 
on the part of Seagram distributors 
which does not belong in clean, 
honest business.” 

Ronrico, distiller of Ronrico rum 
which is distributed in this country 
by McKesson & Robbins, addressed 
its message to other distillers and 
bar owners, as well as distributors 
and retailers. It said the practice 
of forcing customers to buy a bottle 
of rum or cordial with the sale of 
a bottle of some other brand or type 
of whisky “is shabby treatment to 
give to nrico rum—which as the 
whole trade knows, has been a 
prime factor in seeing that the in- 
dustry’s rationing has been kept on 
a solid footing.” 


Profit Seekers Blamed 
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Porced tie-in sales 
with unknowns, and 


Miami. 


of popular brands 


rum or cordial with 


whiskies, is condemned in a current busi- 
ness paper release by Ronrico Corp., 
lt asks fair treatment for all in 
the industry, and for the public. 


‘Fight Paper Waste’ 
Campaign Readied 
by U. S. Agencies 


Combine Two Drives 
to Augment Industry's 
Own Paid Copy 


Washington, D. 


C., Nov. 4.—The 


ttered on. 
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A lot of the gals are learning 
what the insides of an automobile 
engine look like, which should be a 
particularly endearing trait when 
th boys come home and start look- 


ing around again. 


rs & 


Think what it will mean to a 
postwar papa to have the little wo- 


It is the few in the distilling in- 
dustry and among distributors and 
retailers who have caused the most 
trouble, liquor trade sources say, 
because of their desire to pile up 
profits without regard to the na- 
tion’s over-all supply and demand 
picture. 

Seagram, whose trade copy is in 
the form of a letter signed by Vic- 
tor A. Fischel, vice-president and 
general sales manager, answers the 
question of a Chicago retailer who 
asked why he must buy certain 
items in order to get a specified ra- 


man say, “Sit there and read your tioned amount of some Seagram 


Paper, dear, while I do a little re- 
valves this 


finding job on 
evening.” 
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WTAG devotes a lot of paid ad- 
vertising space to expressions of 
admiration and affection for CBS, 
of which it is an affiliate. Watch 
mt TAG—people will say you’re in 

e 


v v 


When the lights went on again 
on the Great White Way, it was too 
tad that Georgie Cohan wasn’t still 


brand or any standard brand of 
whisky. He asks if the distillers 
know what’s going on—and if they 
are responsible. 

“I can only speak for the House 
of Seagram,” Mr. Fischel declares. 
“We do know what is going on. We 
deplore it. We play no part in it. 
There is no reason for these prac- 
tices except excessive greed. 


Threatens Drastic Action 


“Both distributors and their sales- 
men operating ethically should be 
able to make an adequate profit. 

(Continued on Page 49) 
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_,Jhe National Foreign Trade Coun- 
““ Wants “overlapping controls and 
authorities among government agen- 
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government prepared to go back 
into the paper salvage campaign on 
a large scale today, when WPB’s 
salvage division and OWI agreed on 
a “Fight Paper Waste” program cal- 
culated to increase waste paper ship- 
ments by at least 100,000 tons a 
month. 

Unofficially, OWI has already 
been in the paper salvage campaign 
for three weeks, reporting extremely 
favorable results from 150 radio an- 
nouncements placed through the 
radio allocation plan. 

Actually the “Fight Paper Waste” 

(Continued on Page 52) 


GE Plan Offers 
Postwar Priorities 
on Equipment 


New York, Nov. 4.—A reservation 
plan giving buyers postwar priori- 
ties on radio broadcasting equipment 
has been formulated by General 
Electric Company, it was announced 
at a press luncheon here this week. 

The plan calls for the deposit of 
war bonds with the company in 
sums varying with the amount of 
equipment reserved for postwar de- 
livery. The program has been de- 
signed to help the company prepare 
for an orderly transition from war- 
time to peacetime manufacture and 
aid in maintaining employment, ac- 
cording to Paul L. Chamberlain, in 
charge of sales for the GE trans- 
mitter division. 

“It will also support the war ef- 
fort and enable broadcasters to 
make a definite reservation for the 
equipment to be built and delivered 
as soon as conditions permit,” said 
Mr. Chamberlain. The plan is being 
mailed to the industry early next 
week. 

He explained that the plan is not 
an order for equipment and that the 
broadcaster will not have to sign a 
contract to buy. Under its terms 
the broadcaster can place his order 
for equipment any time up to 90 
days following the date when the 
production and sale of commercial 
transmitters is authorized. 


Sales Contract Provided 


“To maintain his reserved posi- 
tion,” Mr. Chamberlain continued, 
“he must enter into a mutually sat- 
isfactory sales contract within this 
90-day period. Phe bonds remain 
the property of the broadcasters, of 
course, as well as all income from 
them. They will be returned when 
a contract is signed, or at any time 
the broadcaster wishes to withdraw 
from the plan. In the latter case he 
loses his priority position for equip- 
ment.” 

The maturity value of bonds to be 
deposited with GE varies with dif- 
ferent sizes of equipment. A 250- 
watt FM transmitter requires the 
deposit of $250 maturity value in 
bonds, while a 50-kilowatt unit 
would demand $3,500. 

W. R. David, in charge of broad- 
cast transmitter sales for the GE 
transmitter division, predicted that 
FM stations will eventually sup- 
plant all local, most of the regional 
and some of the high-power AM 

(Continued on Page 53) 


ner, Inc., as account executive. 


McKesson & Robbins. 


with Conde Nast. 


McCann-Erickson is the agency. 


developed. 


Last Minute News Flashes 


Cochran Joins Arthur Kudner Agency 


New York, Nov. 5.—James J. Cochran, for three years an account exec- 
utive at Campbell-Ewald Company, New York, has joined Arthur Kud- 


McKesson & Robbins Extends Bexel Drive 

New York, Nov. 5.—McKesson & Robbins has increased the number 
of radio stations carrying Bexel, vitamin B complex, announcements from 
87 to 104. With the December issue of Good Housekeeping, the list of 
national publications carrying advertisements on this product will total 
three, mcluding The American Weekly and This Week Magazine. J. D. 
Tarcher & Co. is the agency. Reginald V. Coghlan, fermerly assistant gen- 
eral sales manager of Beacen Chemical Corporation, has been named 
assistant to L. M. Van Riper, vice-president and advertising director of 


Abbott Kimball Opens Chicago Office 

Chicago, Nov. 5.—Abbott Kimball Company has opened a Chicago of- 
fice in the Merchandise Mart, headed by Grant Chamberlain, formerly 
The office will place national fashion advertising for 
Marshall Field & Co.’s retail division. 


Chesebrough Releases New Vaseline Series 

New York, Nov. 5.— Chesebrough Mfg. Company has released a new 
series of five 1,000-line newspaper insertions promoting its Vaseline pe- 
troleum jelly for first aid treatment of burns. The advertisements will 
appear in 140 newspapers in 125 cities between Oct. 24 and Dec. 12. 


E. L. Bruce Company Appoints Hamilton Agency 
Memphis, Nov. 5.—E. L. Bruce Company, producer of hardwood floor- 
ings, today appointed J. R. Hamilton Advertising Agency, Chicago, to 
handle its advertising of streamline flooring, floor finishes and waxes, 
Terminix, and all other Bruce products. Plans for 1944 are now being 


Packaging Field 
Faces Crifical 
Material Shortage 


Paper Scarcer 
Than Light Metals, 
Convention Told 


New York, Nov. 5.—Confronted 
by material shortages, and sharply 
restricted in many of their custom- 
ary practices by government regu- 
lations, nearly 500 leaders of the 
packaging industry met at the Hotel 
New Yorker this week to take stock 
of the present situation and formu- 
late postwar plans. 

Outstanding in the talks were the 
following assertions: 

1. The situation on all packaging 
material, whether paper, glass, wood 
or steel, is critical, and undoubtedly 
will grow worse. 

2. Paper, for a time thought to be 
plentiful, is becoming rapidly 
scarcer, giving grave concern to 
firms which are heavy users of paper 
and paper board containers. 

3. The light metal supply is much 
better. 

4. Companies which redesign 
their packages and boxes to save 
materials should be credited with 
this saving in their government 
quotas. 

5. Because of the war, packaging 
experts are considering more and 
more the functional use of the pack- 
age rather than its visual impact. 

6. The war will prove highly in- 
structive to the packaging industry, 
giving a new attitude toward mate- 
rials and how they can be used. 

7. Packaging men must become 
more scientific, must know typical 
temperature and humidity charac- 
teristics of places the product is 
sent, know the length and type of 
storage in commercial use. 

The convention was opened 
Thursday by Joel Y. Lund, vice- 
president, Lambert Pharmacal Com- 
pany, St. Louis, and president of the 
Packaging Institute, who reported 
that in the past year the associa- 


Agencies Asked to 
Cut Frills from 


Promotion Items 


Washington, D. C., Nov. 4.—More 
than 1,200 adVertising agencies were 
asked by WPB today to join in a 
national paper conservation cam- 
paign by trimming the frills from 
advertising presentations and pro- 
motions. 

In a letter to the agencies, Harold 
Boeschenstein, acting director of the 
WPB Forest Products Bureau, asked 
that the agencies take the leadership 
in eliminating wasteful and extrav- 
agant uses of paper, and that they 
cooperate in the voluntary con- 
servation of paper by advertisers 
and the general public. 

Advertising firms, he said, are 
vitally interested in the nation’s 
paper problem, since that material 
is essential for continuation of their 
business. He recommended that in 
originating promotional materials, 
advertising men plan them so they 
present the visual message with the 
least possible paper. 

Mr. Boeschenstein’s appeal to 
advertising agencies was in com- 
pliance with a promise he had made 
to the newspaper industry advisory 
committee last month that he would 
call on all paper consumers to 
reduce their demands. 

Specifically, he told the agencies 
that they should use the lightest 
possible paper; reduce margins to 
the minimum; cut down paging and 
size. He also pointed out that paper 
savings could be achieved by revis- 


ing and curtailing mailing lists. 
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tion’s membership has_ increased 
50% to a new high of nearly 200 
members. 

It was Mr. Lund who emphasized 
that whereas there had been grave 
concern in the field regarding metals 
and other materials, it was thought 
that paper would not be a problem. 
This is not true today, he told the 
convention, and said that in the field 
of light metals, fhe industry is in a 
more advantageous position than in 
the field of paper. 

Although government war restric- 
tions have proved severe, he cred- 
ited them with providing the indus- 
try with a new attitude towards its 
materials and the encouragement of 
an exchange of ideas which has 
proved highly beneficial. 

The situation on all packaging 
materials is critical, the convention 
was told by Charles L. Sheldon, 
purchasing agent, Hood Rubber 
Company, Watertown, Mass. He 
viewed a list of WPB regulations 
standardizing and restricting pack- 
aging practices in the glass container 
as well as other fields, and said: 

“The problem of obtaining your 
supplies is a difficult one, and will 
grow more difficult, but to my way 
of thinking these government con- 
trols are necessary.” 

WPB order L-317 “will cause 
many headaches,” he declared, and 
burden the manufacturing facilities 
of the fiber box industry. 

“The demand for fiber boxes will 
exceed production by many thou- 
sands of tons weekly,” he said, add- 


ing that the lack of board has been 
brought about by the shortage of 
manpower in the woods, causing a 
serious shortage of pulpwood. 

“The appointment of a _ coordi- 
nator of pulp and paper is certainly 
a step in the right direction and 
proves that the thinking prevailing 
in some quarters of WPB has 
changed,” he said. “Instead of all 
containers being handled by one 
WPB division, a recent change has 
been made, and now fiber and cor- 
rugated shipping containers and 
folding and setup boxes are to be 
in a new division and the balance of 
the containers remain in the old con- 
tainers’ division. It is difficult to 
understand why this change was 
made, and if the reason is that the 
WPB wanted products made of 
paper in one division, why didn’t 
they put fiber drums, paper cans, 
drinking cups, and paper bags in the 
same division with fiber containers? 
As the situation now stands, if you 
are a user of fiber cans, you see one 
division and then go to another for 
your paper shipping containers. If 
you use wooden boxes and also 
paper boxes you will have to contact 
two divisions. 

“We all realize that today’s situa- 
tion is critical and that is why the 
WPB started its reuse campaign, 
and we should further this program. 
Many companies are getting their 
containers back and reusing them. 
Others have cleaned.out their stock 
of obsolete containers and many 
more have redesigned their contain- 


a nete 


ers to save materials. Also, by in- 
creasing their packing unit they 
have made substantial savings. Let 
us cut out all fluff and frills and 
over-packaging to conserve our sup- 
ply of fiber and lumber and make 
available these materials for other 
essential uses. We cannot afford to 
waste any of our resources.” 


Volume Gained 


In 1941 the packaging industry’s 
totad dollar volume was estimated 
at $2,678,000,000 but in 1943 it is 
expected that it will do $3,440,000,- 
000, Mr. Sheldon said. Some of this 
increase is due to higher prices but 
a large part is due to increased pro- 
duction. In 1941 fiber drum manu- 
facturers produced approximately 
5,000,000 and in 1943 it is expected 
25,000,000 will be made. 

Steel drum use has been restricted 
by the WPB, but approximately 10,- 
000,000 more drums will be made in 
1943 than in 1941, but this year it 
will make between 92 to 95 million, 
a large part of it being in wide- 
mouth containers. It has been esti- 
mated that twice the amount of lum- 
ber used for boxes and crates in 
1941 will be used in 1943. 

H. A. Barnby, director, packaging 
research division, Owens-Illinois 
Glass Company, Toledo, revealed the 
progress which has been made in 
the preparation of the “Glass Pack- 
aging Manual,” a Packaging Insti- 
tute project which has enlisted the 
service of men in the glass industry, 
packaging machinery and produc- 
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American Builder is the 
niy building publica- 
tion that maintains 
membership in both the 
Audit Bureau of Cireu- 


lations and Associated 
Business Papers 
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American Builder leads in post-war planning. 
point editorial program to give home building back to 
private enterprise and to assure post-war prosperity, an- 
nounced in the October issue, is an example of constructive 
leadership that is recognized and appreciated by the 


industry. 


American Builder also leads in providing facts about 


post-war markets. 


1941 levels. 


The replies show types of yards, types of trade served, 


populations, 1941 sales. 


the war. 


This survey also provides very valuable guides for post- 
war planners. Ask your American Builder representative. 
He soon will have some interesting figures on products in 
which you are especially interested. 


WORLD’S GREATEST BUILDING PAPER 


AMERICAN 


Simmons-Boardman Publication 


105 W. Adams Street 
CHICAGO 3, ILLINOIS 


AMERICAN BUILDER 


ee With Post-War 
== Market Facts 


It now is tabulating information ob- 
tained from lumber and building material dealers in all 
parts of the country, showing that millions of dollars worth 
of materials are needed to restore their depleted stocks to 


They also compare present in- 
ventories with 1941, and itemize the buying needs of deal- 
ers on 42 different items commonly carried in stock. The 
confidential facts and figures in this survey were obtained 
from dealers at a time when they are “questionnaired to 
death.” The return of more than 20 per cent shows that 
dealers have confidence in American Builder and its abil- 
ity to encourage orderly distribution of materials after 


ADS 


Its 10- 


BUILDER 


30 Church Street 
NEW YORK 7, N.Y. 


tion fields. This manual has been 
revised and completed under Mr. 
Barnby’s direction. He presented 
slides, showing detailed material 
from the manual. It will be ready 
about the first of the year. 
Thursday afternoon, a roundtable 
discussion was held with Charles A. 
Southwick Jr., director of research 
and development, Shellmar Prod- 
ucts, Mount Vernon, O., as chairman. 
Frank C. Campins, of the sales en- 
gineering department, national ad- 
hesive division of National Starch 
Products, Inc., New York, discussed 
“Water Resistant Glues.” He de- 
clared that demands of global war- 
fare are for glues capable of with- 
standing prolonged submersion in 
salt water as well as wide tempera- 
ture extremes, and have been in- 
creasingly specified by various war 
agencies. Mr. Campins predicted 
that these glues, many of them 
aqueous, will play a vital part in the 
peacetime packaging of products. 


Testing Discussed 


Standards and methods of pack- 
age testing were discussed by F. S. 
Leinbach, Riegel Paper Corporation, 
New York, and W. H. Graebner, 
Menasha Products Company, Me- 
nasha, Wis., at the Thursday after- 
noon session. 

Both speakers emphasized that as 
a result of war restrictions and con- 
sequent improvements in the use of 
materials, the packaging field is 
rapidly growing more scientific. 
Whereas, in peacetime, the visual 
quality of the package was consid- 
ered all important, today its func- 
tional use is the first consideration. 

Packaging men today must know 
all about their product and its pack- 
age, not only its use, but chemically 
just how soon and under what con- 
ditions it will deteriorate physically. 
Packaging men must know what are 
typical temperatures and humidity 
characteristics of the places where 
the product will be stored, and must 
have the ability to determine be- 
forehand the utility and efficiency 
of the package. 

On Friday, Walton D. Lynch, vice- 
president, National Folding Box 
Company, New Haven, conducted a 
roundtable discussion on ‘Material 
in the War Economy.” 

Friday afternoon, Wallace D. 
Kimball, first vice-president, Stand- 
ard-Knapp Corporation, Portland, 
Conn., was chairman at another 
roundtable discussion on machinery 
and production. 

A new project of the Institute, a 
“Manual of Package Engineering,” 
was explained in detail by Mr. 
Southwick, who is chairman of the 
committee in charge of its prepara- 
tion. The collective knowledge of 
the group will be utilized in compil- 
ing this manual, which, among other 
topics, will present a definition of 
functional packaging and discuss in 
detail the economics of packaging, 
package material tests, product 
tests, and package tests. 

At a meeting of the Packing Ma- 
chinery Manufacturers Institute 
during the convention, George A. 
Mohlman, president of Package Ma- 
chinery Company, Springfield, 
Mass., was named president suc- 


‘Two Borden Executives 


ceeding Wallace Kimball. 


Get Promotions 


W. T. Fitzpatrick Sam Thompson 


Walter T. Fitzpatrick, who joined 


|the Borden Company in 1931, and 
|has been an executive in the gro-| 
cery products division for several 
years, has been appointed director 
|of sales of this division, a post made 
| vacant by the resignation of Arthur | 
|M. Ramsdell, a vice-president of the | 
Borden Company. 

Sam Thompson, who joined Bor- | 
iden in 1928, and who also has been | 
| an executive in the grocery products 
division for some time, has been 
appointed assistant sales director 
and general sales manager of the} 
same division. | 


| —S 
Joins Haire Publications 
Alfred E. Harrison, for 14 years | 
with the advertising department of | 
the New York Sun, has joined the} 
advertising department of New| 
| Decorative Furnisher, New York, a 
‘Haire publication. 
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Huge Drive Pojseg 
to Ease Impending 
Tire Shortage 


New York, Nov. 5.—A 
that unless tire bodies noy in » 
are conserved and recapped a< oa 
as treads are worn smooth, th,. 
sands of the nation’s automobile 
and trucks will be laid up jp 4 
next few months for lack of 4)... 
was issued here yesterday by + 
executive committee, tire divig, 
Rubber Manufacturers’ Associati, 

This information was relayeg , 
advance of an extensive newspang 
advertising campaign to be ry, ; 
behalf of every automobile «J 
manufacturer in the country, [njs. 
insertion will break Nov. 7 in ney. 
papers with an aggregate circy]as; 
of more than 22,000,000. Both {yj 
page and 1,000-line sizes wil) } 
used. 

Copy will point out “the rubbe 
shortage is behind us, but the ¢j, 
shortage is still here.” Rules to b 
followed to make tires last longa 
will be outlined and facts give, 
about passenger car tires. 

Prepared by Young & Rubic 
advertisements will bear the sig 
ture of the Rubber Manufacty 
Association, speaking for the 
tion’s automobile tire manufactur 
all of whom will be listed. 

In addition, weeklies with an 
gregate circulation of more { 
1,500,000 will run the initial ady 
tisement in the series the week 
Nov. 15. Special copy has been 
pared to appear in a list of autor 
tive business papers, emphasiz 
the situation on truck and bus ti 

Despite the great success of 
synthetic rubber program, there j 
serious tire scarcity which will gr 
to a shortage of 2,000,000 passen 
tires by Jan. 1, the industry spok 
men declared. Purpose of the ; 
vertising drive is to arouse car ; 
truck operators to the seriousness 
an impending shortage. 

This marks the first time the « 
tire industry has issued a joint pi 
lic statement. 


Ernest Loveman Heads 
Ramsdell Agency 


Ernest B. Loveman, former ext 
utive vice-president and treasu 
of Sayre M. Ramsdell Asswciat 
Philadelphia, was elected preside 
and treasurer of the agency |; 
week, succeeding the late Sayre 
Ramsdell. 

John R. Maxwell, art direct 
was elected vice-president at t 
board’s meeting Nov. 1, with Fra 
A. Hutchins reelected vice-presid« 
and Max Enelow reelected secreta 
Mr. Ramsdell, veteran advertis 
executive who formed his o' 
agency in March, 1942, died Oct. 


Florida Citrus Adopts 
Ad Budget of $825,900 


The Florida Citrus Commissi 
Lakeland, Fla., has adopted a 194 
44 advertising budget of $825,9 
of which $475,000 will be used 
advertise fresh citrus fruits. T 
remainder will be used to promo 
canned citrus products. 

The schedule will include 
extensive list of newspapers, 2! 
Sunday magazine sections of new 
papers. Benton & Bowles, Né 
York, handles the Citrus advert 
ing. 
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SHOW YOUR SKILL — In Getting & 
Vital War Message Into Every Piece 
Printing. 


-« SAUGERTIES, N. ¥. 
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Everybody’s swell. But always one fellow 
turns out to be the best company. He’s the 
kind of person you relax with. Because you 
weg 2nd he fave “common es psycholo- 


gists’ five-dollar word for being on each 
other’s beam—receptive to (and influenced 
by) each other’s ideas. 


YOUR “REFERENTS” DECIDE YOUR SIDEKICK 


Same with magazines ...Wage Earner 
_ “referents” decide why True Story gives 


s 


ou top Wage Earner coverage plus top 
age Earner influence! 


True Story Magazine was the first to con- 
centrate on Wage Earner families as and 
where we found them. From this 1919 start, 
True Story has raised its sights year by year 
as True Story’s readers have raised theirs— 
talked their language, known their wants, 
helped with their problems. And just as you 
have a warm spot for any longstanding and 
helpful friend, so Wage Earner families 
regard and heed True Story. That’s influ- 
ence that jumps across column rules into the 
ad pages; call it magazine acceptance, in- 
fluence, prestige, or what. Any issue will 
show you how it’s done and the cream-of- 
crop advertisers doing it. 


soit 
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THE SERVICE MAGAZINE OF THE WAGE EARNER MARKET 


TRUE STORY 


“TRUE STORY PROVED TO ME 
YOU HAVE TO PLAY STRAIGHT” 


“I always knew that you can’t get far 
from the way you're brought up,” says 
Mrs. Wayne Avery of Detroit, Mich. 
“That's why the serial "You Have to 
Play Straight,’ running in True Story, 
made such an impression on me.”’ Mrs. Avery has been a 
True Story reader for seven years. She finds that True Story 
helps her make her home everything the word “home” 
means—a happy haven for her machinist husband and her 
three young sons, aged one, three and five. 
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NPA Protests 
Hike in Second 
Class Mail Rate 


New York, Nov. 4.—Warning that 
the committee’s action can have a 
“disastrous effect” upon continua- 
tion of the war effort through mag- 
azines, the National Publishers As- 
sociation protested yesterday the 
House ways and means committee 
decision to double second class post- 
age rates. 

In a letter to Robert L. Doughton, 
committee chairman, NPA President 
William B. Warner declared that the 
magazine publishers learned Mon- 
day through news dispatches that 
the committee had decided to boost 
the rates for all publications except 
newspapers and church or religious 


publications, and that public hear- 
ings on the issue have already been 
closed. 

Speaking for magazine publishers 
whose circulation exceeds 90,000,000 
copies per issue, the NPA head con- 
tinued: 

“The action of the committee in 
doubling these rates can have a dis- 
astrous effect upon the continuance 
of the war effort through magazines 
in cooperation with governmental 
agencies, such as salvage campaigns, 
the sale of war bonds, anti-inflation, 
and a total of some 14 other cam- 
paigns, together with the even more 
important position of the nation- 
wide magazine press in spreading 
the gospel of true democracy 
throughout the nation. 


Survey Being Made 


“We desire to point out, further,” 
Mr. Warner said, “that the matter of 


second class postage is one which 
has been discussed from time to 
time, and at the authorization of 
Congress the Post Office Department 
is now conducting a careful survey. 
Radical and unscientific changes in 
the postal structure may do great 
damage to the permanent organiza- 
tion of our post office system. Such 
changes might readily result in 
losses to the Post Office Department 
permanently which would be very 
much greater than any immediate 
revenue which might be secured. 

“It is the belief of the magazine 
industry that the change proposed 
would result, when taxes are con- 
sidered, in no increased revenue to 
the government, and under present 
circumstances might readily do great 
permanent damage, and therefore it 
is a matter of serious consequence 
that should be studied with great 
care before being undertaken. 


“For these reasons, particularly 
the grave danger of injury to the 
war effort and of like injury to post- 
war recovery, we protest vigorously 
the increases which are proposed. 
We feel that it is our duty not only 
as publishers, but as patriotic Amer- 
ican citizens.” 

Although the language of the pro- 
posed revenue measure has not yet 
been drafted, the NPA pointed out 
to members, if completed as planned 
it will mean that publishers of all 
types of periodicals except news- 
papers and church or religious pub- 
lications will have to pay twice as 
much postage as at present. 


Plane Facts Appoints 


Plane Facts Company, New York, 
manufacturer of toys, has appointed 
the R. T. O’Connell Company, New 
York, as its advertising agency. 


“What is a Ration Stamp, anyway ?° 


Well, Mr. Farmer, ration stamps are like elephants. They look different 
to different people. To grocers they’re an affliction—to myriad housewives, 
a mystery. And to your city cousins they’re a necessary evil, assuring 
everyone an equal helping from the nation’s market basket. Thousands of 


\ 
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House Group Keeps 
Postage Boost in 
‘44 Revenue Bil] 


Washington, D. C., Nov. 4.—Th 
House ways and means committee 
put the finishing touches on ite 
patchwork 1944 revenue bil] this 
week after rescinding some of +, 
earlier excise levies, and exemptiy, 
newspapers and church or religioys 
publications from the proposed jp. 
crease in second class mail rates 

At one of the peculiarly secre, 
sessions that have clouded consider. 
ation of the current tax bill, th. 
committee decided last week tp 
retain the higher second class ma 
rate for magazines and other pubjj. 
cations, but to permit newspaper, 
and religious publications to enjoy 
the present one cent for every tw, 
ounce rate. Others would pay , 
cent an ounce. : 

On Monday, the committee voteg 
to increase the out-of-town firs 
class postage rate from three to foy; 
cents, but reversed itself the next 
day. It now proposes a standard 
three-cent rate for local and oyt- 
of-town first class mail, and an 
eight-cent rate for air mail. 

The committee also voted this 
week to drop the previously adopted 
10% tax on toilet soap, designed to 
raise $6,000,000, but retained the 
10% levy on toothpaste and mouth 
washes. In addition to rolling back 
its own tax proposal on alcoholic 
beverages, the committee decided 
to reject a former vote doubling 
existing taxes on cigars. 


‘Esquire’ Case 
Under Advisement 


Washington, D. C., Nov. 4—A 
panel of three high-ranking Post- 
Office Department officials took un- 
der advisement this week-end the 
right of Esquire, charged with “in- 
decency,” to enjoy second class 
mailing privileges. 

The panel, consisting of Walter 
Myers, fourth assistant Postmaster 
General; Frank Ellis, chief clerk and 
director of personnel, and Tom 
Cargill, deputy first assistant Post- 
master General, must consider evi- 
dence submitted by Esquire during 
three weeks of hearings, and submit 
a recommendation to the third 
assistant Postmaster General. 

During three weeks, attorneys for 
Esquire brought more than two 
dozen leaders in education, religion 
and the arts to the stand to testify 
that Esquire was in keeping with 
the tempo of the times, but was 
not “lewd, obscene or lascivious.” 
Less than half a dozen witnesses 
appeared for the Post Office De- 
partment, requiring only two days. 


Garretson to Speak 


William L. Garretson, chief chem- 
ist of the Chicago plant of Sinclair 


S 


& Valentine Company, will speak on 
“Printing Inks and the Chemistry 
of Color” at a meeting of the Chi- 
cago Club of Printing House Crafts- | 
men, to be held Nov. 16, 6:30 p.m., 
at the Furniture Club, 666 Lake 
Shore Dr. 


families would find ration stamps a lighter burden could they have read 
i the FARM JOURNAL regularly. But there are paper rations too. Our 
2,700,000 monthly copies can take care only of prepaid rural subscribers. 


Except for paper restrictions, the FARM JOURNAL would be rounding 
the 3,000,000 mark today. Subscriptions pour in though we have curtailed 
all new circulation effort. Such growth proves the effectiveness of Amer- 
ica’s largest rural magazine in meeting the urgent problems with which the 
farmer must deal. No matter how ration stamps look to you, you’ve a 
gnawing concern in the food supply. And you'll understand how the 


Resigns Presidency 

Irving J. Solomon has resigned as 
president of the Schoenhofen-Edel- 
weiss Brewing Company, Chicago, 
and disposed of his and his family's 
financial interests in the brewery. 
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FARM JOURNAL helps assure an adequate supply if you read its pages. a “You CA NT ‘ 
. - COVER MICHIGAN | 
WITHOUT... 


Of the 
FIRST FOUR 


General Magazines 4 


ONE 


covers the rural market 


A stable marke! 
founded upon two basi« 


JOURNAL 


GRAHAM PATTERSON, Publisher Washington Square, PHILADELPHIA 


THE BATTLE CREEK 


ENQUIRER «x» NEWS 
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Your war advertising can do a big job right now to 
defeat this deadly enemy within. You can help keep 
war workers on the job by sponsoring a series of gov- 
ernment-approved screen-spot films on theatre screens 
in communities of Industrial America. You can answer 
the question—“What about home-front hazards?” 


We cannot afford the tragic total of preventable acci- 
dents that daily rob our war plants of manpower, skill 
and time. We must beat down the home-front accident 
record to push up production for victory. We must show 
every worker how to prevent accidents through the ap- 
plication of safe work practices. 


al ce 


This Job Safety motion-picture campaign was produced F Lod § These spot-film war messages are ready for immediate 
and is presented for sponsorship under the direction of sponsored presentation with no production cost — low 
the U. S. Department of Labor and its National Commit- ; e distribution rates cover everything. Communities and 
tee for the Conservation of Manpower in War Industries. theatres can be scheduled nationally, sectionally, locally 
With Sight, Sound, ACTION in one medium, campaign ig —so that your war advertising can supply greatest 
subjects inform as they entertain. _ strength where most needed. 


I 
As sponsor, you help workers to help themselves, plus Z Keep your war advertising on the job with this vital 
helping yourself to good will — at the local level. Your os | victory assignment. Keep your public relations pro- 
> ; © grammed for postwar at extremely low cost. Ask 
hame and message in display and in sound climax each < 6 SCREEN BROADCASTS to tell you the complete story. 
of the 26 short-short subjects in the Job Safety series. i thy Write for Job Safety Campaign Book. 


“THE NATIONAL—-NETWORK OF THEATRE COMMUNICATION’ 


SCREEN BROADCASTS 


923 15TH-STREET, GTON, D. Cc. 
DISTRIBUTED BY 


UNITED FILM SERVICE, INC. MOTION PICTURE ADVERTISING SERVICE CO., INC. 
2449 Charlotte Street 333 No. Michigan Ave. 122 East 42nd St. 1032 Carondelet St. 1203 Rhodes-Haverty Bidg. 418 Watts Building 
KANSAS CITY, MO. CHICAGO, ILL. NEW YORK CITY NEW ORLEANS, LA. ATLANTA, GA. BIRMINGHAM, ALA. 
Harrison 5840 Randolph 2248 Murrayhill 3-499! Magnolia 4545 Walnut 355! Phone 4.2729 
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Ready Big Push 
in U.S. Food for 


Freedom Campaign 


GMA War Meeting 
Attended by 800 
Industry Leaders 


New York, Nov. 5.—Backed by 
advertising plans which involve 
extensive use of newspapers, radio, 
outdoor posters and car cards, the 
big push in the Food for Freedom 
campaign started this month, carry- 
ing the significance of food as a war 
weapon to virtually every home in 
the land, Vernon Beatty, director of 
advertising, War Food Administra- 
tion, told the three-day wartime 
conference of the Grocery Manufac- 
turers of America here yesterday. 
Mr. Beatty depicted the drive, spon- 
sored by WFA in cooperation with 
the Office of War Information and 
War Advertising Council, as the 
“largest food campaign in history.” 

A careful check of the campaign’s 
cost to WFA is being made with the 
aid of the Advertising Checking 
Bureau, he disclosed. Publishers 
and advertising managers will be 


notified some time in December as 
to total expenditure—much of the} 


work is being done by volunteer 
workers—and the amount of news- 
paper linage received. This linage 
will be translated into dollars, 
showing what it would have cost if 
purchased outright at regular rates. 

Planned and executed by sea- 
soned food advertising and mer- 
chandising men, the project, he said, 
was “tailored to the structure of the 
food industry, with major roles as- 
signed manufacturers, distributors, 
chains and independent stores, 
supermarkets, restaurants and insti- 
tutions.” 


To Clear Misconceptions 


Main objective of the campaign 
will be to clear up misconceptions 
of the wartime food situation in the 
public mind by furnishing facts 
about allocation of supplies among 
this country’s armed forces, Allies 
and civilian population, he asserted. 
The slogan is “Produce and Con- 
serve, Share and Play Square,” 
emphasized by the recurring theme 
phrase, “To speed our boys home.” 

The drive actually got under way 
in mid-August. In the last half of 
that month there were 2,024 locally 
sponsored advertisements in news- 
papers totaling 1,655,000 lines and 
representing a space value of $150,- 
400. 

“Probably as long as there is a 
food problem,” Mr. Beatty said, 
“the food and allied industries will 
join hands with advertising media 
by contributing millions of dollars’ 
worth of advertising space and time 
and service to bring home a better 
understanding of the wartime food 


situation and to suggest how con- 
servation and equitable sharing of 
available civilian food supplies can 
actually hasten victory.” 

Paul S. Willis, president, GMA, 
warned that processors of the na- 
tion, who are suffering a squeeze 
between increased costs of raw 
materials and President Roosevelt’s 
hold - the - line ceilings, must be 
afforded relief soon. 


Manpower a Problem 


Stressing the seriousness of short- 
ages in supplies, he deplored the 
fact that “there is not yet a full 
appreciation in Washington of the 
essentiality of food to the war 
effort and to the home front.” Mr. 
Willis foresaw little immediate man- 
power relief. and contended Food 
Administrator Marvin Jones was 
seriously handicapped by restric- 
tions that threatened maximum 
production. 

Reviewing the past year’s prog- 
ress, Mr. Willis said: 

“Manufacturers have performed 
miracles in the quantity, quality 
and models of war equipment they 
produced. Farmers have grown 
bumper crops under serious handi- 
caps. Grocery manufacturers have 
performed miracles in supplying 
huge quantities of good foods and 
other products for the armed serv- 
ices, home front and Lend-Lease. 
They have done all this under very 
trying conditions. Many times they 
were called upon to make emer- 
gency shipments of huge quantities 
and they delivered.” 

Immediate problems confronting 


one does it—in Philadelphia 


One newspaper reaches 4 out of 5 families daily in one of the 


largest markets in the country. One newspaper, therefore, 


saturates this market with its advertising messages and very 
economically. The market is Philadelphia. The newspaper is 
The Philadel phia Evening Bulletin. (Circulation over 600,000. ) 


In Philadelphia — nearly everybody reads The Bulletin 


the food industry, he declared, in- 
clude transportation; the new tax 
program; the question of the gov- 
ernment’s program of standardiza- 
tion, grade labeling and flat-pricing; 
retention of competitive positions 
by trademarked products; the 
measure of power effected by bu- 
reaucrats; and the question of 
whether the government will finance 
farm cooperatives to go into manu- 
facturing. 

Urging grocery manufacturers to 
think about postwar conditions, he 
said long range planning should in- 
duce consideration now of reem- 
ployment of returning service men 
and what is to be done with present 
employes; reconversion of factories 
to peacetime operation; type of 
future sales force; question of res- 
toration of trade practices aban- 
doned during the war; and adequate 
research facilities. 


Nielsen Reviews Sales Picture 


With the consumer possessed of a 
considerably enlarged spendable in- 
come—9% more in June-July, 1943, 
than a year ago and 28% more than 
in 1939—A. C. Nielsen, business 
analyst, pointed out that grocery 
store dollar sales climbed 21% 
above last year and now exceed 
1939 by 75%. 

“About two-thirds of this rise has 
resulted from price increases, but 
the remaining third has come from 
a build-up in grocery store tonnage 
volume, which means that our 
civilian population is now more 
heavily and probably better fed, 
despite rationing and_ shortages,” 
Mr. Nielsen reported. 

His sixth annual survey revealed 
a reversal of relative chain and 
independent store trends to the ex- 
tent that the proportion of volume 
represented by chain outlets has 
been cut from 34.4% to 31%. 

Reasons given for the indicated 
revival of independent outlets were 
curtailed shopping radius; heavier 
stocks which helped smaller outlets 
through initial stages of short sup- 
ply; fewer subsequent restrictions on 
small-quantity buying; limitations 
of big-store promotion via displays, 
dealer advertising and _ special 
prices; reduced importance of price 
under conditions of rapidly increas- 
ing spendable income; personalized 
treatment of customers. 

It was pointed out, however, that 


Advertising Age, November 8, 194) 


“chain and large independent oy; 
lets still account for 45% of tots) 
sales while representing only | 4¢ 
of the outlets,” whereas, “in oop, 
trast, small independent stores re “t 
resent 47% of the outlets but 4, 
only 12% of the total grocery yo). 
ume, despite their recent gains.” 
On the score of territorial shift. 
the study of increases found tha; 
the change ranges from 11% in the 
metropolitan Chicago section to 3)¢ 
in the Southwestern and Paci¢, 
areas. Mr. Nielsen commenteg 
“While it is true that populatio, 
changes might have created some 9; 
the above-average showing for th, 
Pacific territory, careful examin;. 
tion of the population shifts area }, 
area indicates that far too my) 
emphasis has been laid on thi 
factor.” 7 
Point rationing on a uniform Der 
capita basis, it was found, stimy. 
lated consumption in some area: 
and retarded it in others. Bey 
gains for some rationed foods were 
in previously low per capita con. 
suming areas, contrasting with 
smaller-than-average gains in pre- 
viously high per capita sections, 


Urges Study of Distribution 


Warning against “mal-distriby- 
tion,” Mr. Nielsen said that manuy- 
facturers and_ distributors have 
recognized the necessity of guarding 
against accumulation of “radical ex- 
cesses of supply” in certain sections 
“at the expense of near-starvation 
in others.” He added there is little 
difference among out-of-stock levels 
by city sizes and by store types and 
sizes, whereas there were noticeable 
tendencies toward a high out-of- 
stock condition in small towns and 
small stores a year ago. 

Sir John Boyd Orr, who organ- 
ized England’s public feeding sys- 
tem, received GMA’s annual award 
for wartime nutrition achievements 
that were characterized as of “his- 
toric significance.” The presentation, 
made by Dr. Warren F. Draper, act- 
ing Surgeon General, U. S. Public 
Health Service, took place on a two- 
way Blue Network radio broadcast, 
with Sir John’s response carried 
from Aberdeen, Scotland. 


‘Record’ Names Collins 


John A. Collins Jr. has _ been 
named advertising manager of the 
Record, Columbia, S. C. 


TO MAKE LEEWAY DO 
AS GOOD A JOB AS 


FORMER FIXED SCHEDULES ... 


$ 
ih 


Largest Circulation in the South 
186,663 Daily and 245,462 Sunday 


The Atlanta Journal 


NATL REPRESENTATIVE: SAWYER-FERGUSON-WALKER 


WSB e THE ATLANTA JOURNAL 


for maintaining public acceptance. 


ADVERTISERS ARE DISCOVERING THAT LEEWAY 
makes possible the continuity of copy so necessary 


Optional dates 


help the newspaper help you. 


RADIO STATION e $0,000 WATTS 


— ; ee 
| | es | 
3 Ce 
ee 
a | 
| See 
\ | | a gt 
: sisteititianitenieilieaeatiatiee saniialian Ze | | me CT 
——_ . | “is vi : 
—_— S =) a ae 
net ae 
. i i | a 
: ) | T av ive Like the 
: , | | Neures. 
‘ — 
- 
| T a Ya 
; : WSS | \. al EE So 


er 8, 1943 


dent out. 
0 Of total 
only 14%, 
“in con. 
tores rep- 
ts but do 
cery vol. 
gains,” 
‘ial shifts 
ound tha; 
1% in the 
On to 31l¢ 
id Pacif 
mmented 
0Pulation 
d some of 
1g for the 
examina. 
ts area by 
too much 
On this 


N 
‘=a tHe PERVIC EE GP FPHREe NATIGO 


iform Der 
id, Stimu- 
me areas 
ers. Best 
o0ds Were 
pita con. 
ing with 
iS in pre. 
ctions, 


bution 


\-distriby- 
at manu- 
ors have 
; guarding 
adical ex. 
nN sections 
starvation 
re is little 
ock levels 
types and 
noticeable 
h out-of- 
owns and 


ho organ- 
ding sys- 
ual award 
i€évements 
s of “his- 
sentation, 
“aper, act- 
S. Public 
on a two- 
broadcast, 
e carried 


has been 
rer of the 


@®@ Because we have 
already scraped the bottom 
Bs 
of the barrel of easily available workers; 


because the labor shortage is critical, | am happy to have my article 
WHY YOU MUST TAKE A WAR JOB 


brought to the attention of millions of patriotic Americans 


de. through the American Magusine.”” 


nag Fe CHAIRMAN, WAR MANPOWER COMMISSION 


AMALGAM veers: 


RTANT TO SAY... 
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Mutual Adds to Staff, 
Promotes Zanphir 


Richard Kunstman, formerly as- 
sociate editor of Movie - Radio 
Guide, New York, has been a 
pointed trade news editor of the 
Mutual Broadcasting System. Sid- 
ney Fishman, previously research 
director of WNEW, New York, has 
been named manager of the re- 
search department. 

Peter Zanphir, who joined Mutual 
six months ago after serving on the 
promotion staffs of CBS and NBC, 
has been promoted to assistant 
director of the promotion and re- 
search department. Mr. Zanphir 
will continue his duties as manager 
of the presentation division in addi- 
tion to his new responsibilities. 
Robert F. Anthony, formerly an- 
nouncer at WAAT, Newark, has 
joined Mutual as assistant to Hal 
Coulter in the audience promotion 
department. 
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Armour’s Vitalox 
Gets First Test 


p-|in Newspapers 


Chicago, Nov. 4.—Armour & Co. 
launched the first major test for its 
new meat flavor product, Vitalox, 
today with newspaper announce- 
ments in selected markets from 
coast to coast. 

The company expects to achieve 
national distribution of the wartime 
product in short order, and plans to 
break first national magazine adver- 
tising with a color page in the Dec. 
18 Saturday Evening Post. This 
will be followed by half and third 
pages in Good Housekeeping, Mc- 
Call’s and Woman’s Home Com- 
panion, and a page advertisement in 
Parents’ Magazine. Vitalox first 
was mentioned in national adver- 
tising with a secondary featuring of 
the product last month in Treet 
advertisements. 

Vitalox contains beef combined 
with tomato juice and spices, and 
is intended for use as a flavoring in 
many appetizing dishes. While simi- 
lar to some other products on the 
market, it is a liquid rather than a 
paste, and sells in a four-ounce 
bottle. Store sales in Memphis re- 
cently convinced the company that 
it ought to go ahead with aggressive 
promotion. FS 

In all, newspaper advertising will 
appear today and next Thursday in 
20 markets from Portland to Spring- 


field, Mass., and as far south as 
Jacksonville and El Paso, all mar- 
kets in Armour sales _ districts. 
Stores carrying the new flavoring 
are offered full-color counter cards 
which display samples, window 
strips and recipe folders. 

Sold without ration points, Vita- 
lox is recommended to housewives 
for adding meat flavor to numerous 
foods and dishes, such as gravies, 
soups, casserole dishes, stews, meat 
pies, etc. 

Foote, Cone & Belding, Chicago, 
handles the account. 


U.S. Civilian 
Population Down, 
Bureau Reports 


Washington, D. C., Nov. 4.—Com- 
plete registration figures for War 
Ration Book 2 show that the 
civilian population of the United 
States has declined, and has drifted 
toward the metropolitan areas, the 
Bureau of the Census reported 
today. 

In a revised report on War Ra- 
tion Book 2 registration, based on 
the number of books outstanding on 
April 1, the Bureau found that the 
total civilian population has been 
reduced by 2.4% since 1940 as a 
result of the increase in the armed 
forces. 

While this nationwide decrease of 
2.4% was registered, the Bureau 


found that 237 metropolitan coun- 


ties, containing more than half of 
the nation’s civilian population, had 
increased 2.4%. The remainin 
counties, numbering 2,800, showe 
a compensation 7.3% decline in 
civilian population. 

Because registration data was 
compiled by counties, the Census 
Bureau was unable to secure figures 
for metropolitan districts. Instead, 
counties which had more than half 
their population in a metropolitan 
district in 1940 were designated as 
metropolitan counties. 

To minimize the influence of vari- 
ous disturbing factors on the data, 
registration figures for each county 
have been adjusted to add an inde- 
pendent estimate of the civilian 
population entitled to register in the 
United States as a whole. J. C. 
Capt, who was in charge, declared 
that in spite of the possibility of 
error for these estimates, these 
registration figures offer the best 
available basis for estimating the 
present population of any particu- 
lar area in the United States. 


Joins McGillvra 


N. P. Colwell has joined the Chi- 
cago office of Joseph Hershey Mc- 
Gillvra, radio station representative. 
Mr. Colwell was formerly an 
executive in the radio departments 
in the Chicago offices of Blackett- 
Sample - Hummert, Ruthrauff & 
Ryan and MacFarland-Aveyard. He 
had also worked with McGillvra in 
New York and Canada from 1936 
to 1939. 


FTSHROUGH intensive retailing, exten- 
sive promotion, and sound merchan- 
dising, Cunningham Drug Stores has 


become one of 
chains. 


America’s largest drug 


To sell toiletries in the Detroit market 
Cunningham’s depends upon The Free 
Press. Reproduced above is the fifteenth 
page of its kind that has appeared exclu- 
sively in this newspaper since January Ist. 
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Cunningham advertising in The Free 


Press has increased 46% in the first nine 
months of this year over 1942. 


If you have something to sell to the women 


in the Detroit area you can safely follow 


the advertising cue of 


the Cunningham 


stores by using The Detroit Free Press. 


(Average weekday net paid circulation 
for September — 383,509). 


Che Detroit Free Press 


STORY, BROOKS & FINLEY, Inc., Naz’ Representatives 


Advertising Age, November 8, 1943 


Anniversary Copy 


Marks 50th Year 
for Inland Stee] 


Chicago, Nov. 4.—Fifty years Q 
service to the nation gave Inland 
Steel Company an occasion ¢ 

week to observe a busy birthday 
and to promise that, when pea, 
comes, “Inland again will send Steg] 
to men who build.” 
Inland’s many activities since it, 
founding back in 1893 are related 
in a 4-column by 10-inch advertise. 


ment scheduled in all Chicag 
dailies, in 18 newspapers of Cincin- 
nati, Detroit, Kansas City, Milwav. 
kee, New York, St. Louis and St 
Paul, where it has branch offices, 
and in dailies and weeklies in com. 
munities where it operates plant 
and mines. Business papers als 
carry the same message, as well a 
other copy keyed to the anniver. 
sary. Newspaper copy was local- 
ized to carry the branch office ad- 
dresses along with the company 
signature. 

Development of the company 
from a concern which in 1893 had 
40 carloads of machinery and n 
plant, to the present industrid 
giant, now employing 20,000 mer 
and women, will also be recoun 
in a comprehensive 50th anniver 
sary book soon to be released. 
Behel and Waldie and Brigg 
Chicago, handles the Inland accoun 


CAB Report Sees 
Big Winter 
Radio Audience 


New York, Nov. 4.—Good-siz 
radio audiences are indicated fo 
the coming fall and winter season 
according to the first 1943-44 win 
ter season report of the Cooperativ 
Analysis of Broadcasting, which in 
cluded the initial 1943-44 winte 
season ratings for six old-time radi 
productions, Fibber McGee & Molly 
Eddie Cantor, Kate Smith, Bo 
Burns, Amos ’n’ Andy and Bi 
Town. 

The Fibber McGee program wa 
scored at 37.6 against 35.0 for Octo 
ber, 1942, leading all network pres 
entations. Eddie Cantor scored | 
seven-point gain with 24.3 again 
last October’s rating. Kate Smit 
recorded 19.7 against 20.1; Bo 
Burns reached 18.6 compared wit 
9.0; Amos ’n’ Andy, which returne 
as a half-hour show, rated 11. 
placing 2lst among all half-hot 
programs; and Big Town, und 
sponsorship of Ironized Yeast, regi 
tered 12.1. | 

The ten leaders for October, 19 
are: Fibber McGee & Molly, B 
Hope, Lux Radio Theater, Charl 
McCarthy, Kraft Music Hall, Re 
Skelton, Sealtest Village Stor 
Maxwell House Coffee Time, Al 
rich Family, Kay Kyser, and 
Parade. The last two tied for tem 
place. Eight of these leaders wé 
among the leading ten for the sa” 
month a year ago. 


Rogers to Noyes & Sproul 
Agency Adds Account 


Jerry Rodgers, formerly ™! 
J. R. Kupsick and Lester Hart's 
Associates, has been appointed pr 
duction manager of Noyes & Spro! 
New York agency specializing 
ethical medical advertising. He ¥ 
previously production director ! 
the 1943 Red Cross War Fu 
Drive. 

The Singer Mfg. Company, 
York, has placed the advertising 


its surgical stitching instrumt 
with Noyes & Sproul. 
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, WHEN IT WAS SMART 
ll Chicagy 
S of Cincip. 


ty, Milwau TO BE A GIBSON GIRL, it was smart, 
ach "fh in small towns, to read GRIT. Like the 
pera Gibson Girl, GRIT was typical of the 
‘was oc decade. Since 1882, throughout all of 
© company 


America’s fundamental changes, 


+ Company 


ry and GRIT has stayed young, vigorous, 

industria 

20,000 ’ ‘ : ae 

recount always ‘modern to the times’,— able 
anniver: 

or nnd and experienced spokesman to, and 

nd account 


ees 


for, Small Town America. 


* 


ce DON’T MISS GRIT’S NEXT ANNOUNCEMENT! 


~Good-siz 
licated fa 
ter season, 
13-44 win- 
ooperative 
which in- 
44 winter 
time radic | , 
e & Molly a ; sae : * Se poe Fuk 

: ' stern e AG Z s ' ‘ FA, rea ao ee ee ae ee hs 3S” ee 
: | 3 ‘ae ee 


& 
2 te 
a 


ared wil 

. returned iia 

ited 173 

half-how 

n, unde 

ast, regit e ; “fi . % 


* 


* 


3 
3 


s wetita 


» same 5 , ' 
é “ IE, — WS WW 
i 
f 
& 
4 
5 


++t+r+erreisy + 


Ba ey > +++ + 4 > - SS LF 
/ : - Z 


' - 


tising OM ; : 
strumel ie a0] aft . ay: : . . 


... of + tf aK. 
Om ¢ a oe. 
ee a bs, ae Sie eses 


oS ee et Re ee ee yea ‘Pac E 
a eh, “IK ge Achy te ra 3 Kare Sin Set si : e es vs SOO TRE Ee cme 
: ‘ , LF Bae i ae aa TE 5s Ie ‘ oe ee 
ee a eee igs es 4 yes ode Sia i ce hig, PR See ae iota ie Pehitay (ee ns Sie 
per 8, 1a | ov ee 
? 5 
7 s y r Fy je 4 - . sy 
Opy HI ie i a . i 
i. Ge ee ae = Bi i 
= ] oh a Le , i aie : i a er , : Bee _ pe j Co 
— fi a ee re ser as aS ; Pcs % os 
“Ve Inland y. = ; a? ee TT  # wf fe ie i a,  — ~ ae md gs 
a this A, ae ‘ aa Aa * a Ma ee es 6S is Ca hie ie =z uP See ee day eG fF Pa Si: ; bees 
she, nay i ae hee. i FT Tam +f /i FST | Fee I wa . a 
hen Peace Mer oe ie 5 A Se P : a “a! ee , a oe i al” <i i Be Be) x a hy e 
a pet gee poe See . i weet x wits Mis ‘cae re ae an 7 : . aes ou sh 
l send Steg] By. Ee eee sel, ae ie eae ee : A“ arr bs rs : oe ig or ; 
5 ‘ : oem ik ' : aH ss Tet ae) ‘ Big ‘on ark : ore) rx 
At aa . Fone, : ue ; >: oe Ere Bagh a a ia ae : Teas 7 
23% ‘ we a c =p Z iy my. hae ee ye f cali, We te Pat 
®S since its sae ot Pre se Ew ; ee ss oe =f peeve i oe y pe ; ay See, ee oad aon ce. a ae 
OO tefl oa ee : ; be ie aa — oe : 
} advertiga, a Hs as 4 i neue i e : <7 Fea ——s e relay 
5 ea iil ‘ “ 1s a a out t : * 
} 3 ae ree S Fen Sh ae cae pees 5 
. re : . ; Se Setters a Re a) RH 
4 Nee a ri “ay sr oe 7 es f Mm Sis ee ae hs ae ps x eee : 
, ie Mattes Bees (ee ae a ye Ay 
ae 6 ss i: re Psi Fs he £26 y re : : eee Pry, ; in - ae <. 
B é 2 a i : * Saree 8 ae “ze al ‘ ' z 
wis cit at ye ss ie bee aN ees a? ye * rage ee ; ph, 
ico aes is Nee has pee i a yh ag oye a * —s ys § 7 rr co ; ' : “ Pita 
me oh i a a ae a ae a ag oe aa ae > wy oe sin bck a 
is si ry ol e _ af cae ae Ne See = “4 ney ft 4 Rakes ey an 
mihepeerdee A LPEITY, ie reg ; oe " ete eal _ ie Bs or ~. 4 iy or s Ca” keene 
. aes ‘ Ea 4 aa ; eh ed . 
tall comtred of we 7 . ‘ 
pd 4 
The om Bod wo 
ee | | | | 
oe, to pre. 
ete 08 cneme | _— _ : | 
atver ite fomed. pee rp x i i. z Te Be , : 8 ¥ . "4 ‘ ee faite f 
Wee ee or é RO feng TRE, BS iad tg Sere we - By a. os ; ; 4 j “ > | ha ries pias, Ge ase 
eon es ise ante’ iach oF a eral Fe ui eee Py ee + = 7 ; ‘ A. d 3 ‘sie: a Ss ; as NY ca a 
ea whe ba ee i ’ ee , ; be 3544 Pe Rg: RPE om oy Z ‘ : 4 eee a , ae rie 
; ed Saetatae ae te, 4 ) ee ee oka Soma’ =. Saeed : 
: #' tee br - : ’ =a ek Be 4 i 1s aia eee aes : 
4 ; oer Mea. , & ee re rt el 
~_ aie ‘ 4 a al - oy + _e ia 4 4 J ae — u _ ay Ree, ee Re 
' om, 4 ae . . ‘ J S in. a es 
— x : a zs ‘ en ae : . oa % s ; Nie al a — . 
Ny tp eer *! « vs ae +a Sa Hy 
ee ee h eee 3 
Me ie aes lie ; a ~ Te, ies. ie ee ee ee ee anc, a 
ae > £ ~@ ¥ 2 Po] a aa , = o 
Wis. Ape iy a 4 case - ° o 4 ee ; ye ftigeee rite ote : 
* a4 i> - (= 7 . od ee co >: a.. esi abe ‘ 
: 2 wf ‘ v4 ae Ay aS. ee ee de. a et, at zs ; 
—— ail i . ai es | a eS ee Ce ae | a 
fl . ~~ ie P eS 7A... ae ' oe ry Ba i. ce E 
“ts : . an re | 6 > > Pe 
ig _ n.’ 3 a - a cg a P 4, ph’ by ‘ ori hail tea 
a far ae me : ; : ; 
i ie ¢. . 7 ’ er F a y hs a“ - part ‘ er 
i, .° Yy ; ey os eo pee? ae! 
ant ”* yi Lai , ti . oe 8 ‘ ey i. cT % ae wag oe 
ee eae % en : : ‘ ,. ee eS ts en en 
se se yi e i % A - J Pa oes, 
= ~. wap ee ee | is a sth hs ss 
; g* ' t ‘e | ee be aie ee, le ‘a ¢ oe ory Birt 
y, pio a" Be r ‘ge cee ms ve en a , i ot | : ot, ioe oe 
. = j , hn 2 ae ¢ Se 2 "1 3 , té oa i ae he 
ge wag eo eS sy re Ae ae 
» ae aa f ; > ae : = ee Se \ Fs ae 
“ ee 2 Sa 2 ; es ahee” Be. soy > r e 
ee oe » af >). aa bi - ote adi "ae " oe a 
oe  —_ ee ey | re . i 
‘ 4 "be Wa é F a. OF ih, a Es “ 4 . - 
tl = io - 0) ed ic, Pe aa. FS -.- "Se yy ‘ 
ove. ee ae eee Ty | i) <i. i a a a ; Peo ’ ae . 
sagt = ae ee 2 a =e ret uc 1 ’ ee 3 i ater | put oy at 
". ; a ie 2 2 ae ks oF “A > fi 7 4 ce t fi —e _ aucsentc, t  a a4 4 er = i 
EE —. <a 2 ll 7 
in ae ne 3 ial & E ¥ ,' ae i e aa “= ve 
me® en B — ‘sai “eA = +4 os. ne a a oe ‘s £3 rg se a ok 
] Oe ae <0 ae eae : ; st L, ae a re | oi ss A iid 
ss ae _ — Aaa Sy ES OP Se, + ee 
‘ , * ae . t a a 2 ; i ae eee, ae ooo. 3 J ere a E : P ‘ 7 
4% “a a a 7 ey =i ae an. ~ + “Al 
: . : cv. Bs en a = Re oie a 
a > gee ee a 
ae oe . =f 2 SS a ee ok i a eS ok a 
7 he BN alt es ee ee ees —_— er —————— 2 
4 an we? aie? fe, ais = _. * oe os ail . ‘ : ah _ 
“et a . ; ae a a 2 5 ay 7. 7 
f. .. 4 — | ie fos a coe a ee 7 Siete ve i a) 16 5 . . ef * 4 
. et, gy a Ne Te eT Ae pa be ae a ‘ ~ ee — ae “a 5 ae be’ re , eso, 
re prota ee xt “4 2 > |¥ a»? ‘ d 
boy Ps a a : Re ¥. ee 2: Wiese iam 
- ee ee Lad y ae 
ae . eo 2 limes 
ee ted ee es Se Ce be ate 
‘aye ; os ee . > eat bs P5 # i hae ge 
a as ieee a - vil ig ie ye “ a ae : 
S) “yi ti. ne ae Ee a j ; i 
Ne pats — oe . i : 
“i eet ae cit ‘ 2 pax “Te A 
o> .. £3) ie 
agshe Silt hn ate | *, — 6 6=—oD if ? “ ‘% 7 
meetin 4 . see E 
~ : : eo aoe ves : Pi & a 
5 - v : < pa es : re fia De An . r ia ic wigs an + eg ce Os, : iz. "s ‘ oe - 
for Octo ; Be ee * Be ae eas.” Se olen ger Seley? eee are _ i Teo ee i  . i 
vork pret ‘ : ; e ee ew ee tie Ts bbe ; . ' bigeye ial ha “se BA Sy ra SE een 
4 ae ‘ ‘he ro 7 eo Bee PS a” M4, He mz, 3 a eee is 3s oe oe ee mt ne 
scored . i‘ vi ay A P a2 # os 2 Z , Sag rs. pes ~ 8 Oi Wa tage ‘ ¥e2 Se 4 3 i & vas ; be . 4 a we > oe. 7 e/ ay / 7 
.3 against 5 f . p ae 5 » gene Pe : oe et as, ar i ms os as ; 
a ‘a + : é } oi “fe ale 33 . 5 ae aS ia ae : y 
ate Smibiay ee ee one % Sexe AS Sa oar Res Pat : ie ey ene ae > BS 
20 z Bot Fe be ? ay r 2 — e wr. . = - 7 re &, 4 iy 2 et 8: Y ae j . ay: a %¢ ; és ' - 
hs a ee Z aaa Ais en a ae go a Sa . = 2 
ogee ‘oo Ji ek ae ,* wk agrt ' 
yo a 5 ae rie ; or See oe ae a ean : 
» af Soy a Re * . 3 ae ”. a U6 us 
*) re ¥. mee ’ Ta - a a sl 
‘agp s » bP vs > \ al = ~ a J 4 
* a he +, ae ae 
y ' . ih ae iz . ~ - — 
: 4 7 Ai... ay 4 SS e 4 a o m 
ed 7 tm v. Zs ' 
’ F MH fi ‘\ 2 : *3 
ber, 194 — gel _— ‘ ‘ ae a _ ave. # a : 
° ft = iM é * i : ‘ . ; —. 5" ' ", a . " . 
A Charlee j \ me ~ *, ah i : } — 1 | ae ; dye fx mG i Tae a ? 4 Ee . ~ ,. oa > * a 
A aA [a a * ¢ = .e rat fe : " , / D d ‘ ‘ 
. og ~~ “aa q s 5 5, ae = ‘. ‘ é 9 4 a. " * vi ; 
e Stony ‘ : a ae a Se i ‘ae bo. ee 
me, Ae As et jie ee ae | aaa ban ae 
ian & aeay vas ay Pe 8 oN h see —_ 2a -. og ’ ite Bre 
and Hit | hac } oo oe s a ae DS a +i rgd pa wee . 5 a ~ 4 . rat ae 
f » ton ae - ; " id an ee Pe Fo al Fane oe, ee” . » zi < — Ss ; Pees 
ler sf J 4 : < . 5 . . = J rae r + 
th 4 on ‘ne i 
i dee 
y 4 7) 
tA“ =o S 
ow ; JZ, a 
pri EZ S i] * o. 
— x fit 
° + 4 
nt men tt + + + + + eee > \\ a 
YB Pp > % as a ie: 
ly FOR Groen iN . = in 
H ZZ YG ZZ : . | \ } 
i te ty i f] mn J \ re 7 
wv eee 
iz 4 4 V, "f } ya 
liz ttt: tare “ZZ att 2 i] _ 
H : - ; 5 f 
eS Ses = 2s ss—= ese “) = 
ct ga} Tn me oR bat ae ce > rey ; a YW . 
ir : ——— —= wet > NEWSPApEeR \— éZ ~ 
/ si m Cie . za | 
ny ver - «4 a # 
“a oe 
ope. : r _ be 4 7 i 
i Ty ; ? 
=< 9 + ‘ a z ~ wt . , d # 
ay) ic Sie ** F bigs , ‘ eee 
. ae ye a + SE a et Pee Ye "A wat i Aes * + Yee ie. Sal ar A oe 6e ie aye ' S 
: “ - = o 3 “~ oS Le We ee se ts Ps eh , ; ; a fis o singe att — 2 ae ae” * er; - cree 2 
po a eer Ree Prana a ae ee ae 
ESL AEE TS. Wears... ala © “ cr a ee, ORE erg vee at eM ag Ae ear Ae ROR co Pula. aie pe eee a ol ENG,” eee ore A x Fe tl eS 


Tey 
* v 


oe i 


Summary Reveals 
Advertising’s Work 
in 3rd War Loan 


Washington, D. C., Nov. 3.—The 
nation’s advertisers and advertising 
media backed the attack last Sep- 
tember to the tune of $36,000,000 
worth of time and space, the Treas- 
ury announced today in a summary 
of the 22-day campaign which 
raised nearly $19,000,000,000 for the 
war effort. 

Radio and newspaper contribu- 
tions to the 3rd War Loan drive 
were nearly double the effort of last 
April, for the 2nd War Loan drive, 
considered at that time the out- 
standing organized selling campaign 
in history. d 

According to a survey by the Ad- 
vertising Checking Bureau, New 
York, 129,549,946 lines of newspa- 
per advertising, valued at $8,639,540 
were devoted to the 3rd War Loan 
drive. This total dwarfed the 72,- 
633,802 lines, valued at $4,564,271 
contributed for the 2nd War Loan 
drive, and exceeded by nearly 30% 
the Treasury’s most optimistic hopes 
for the September effort. 


Radio Up $5,000,000 


Radio time jumped from an esti- 
mated $7,000,000 worth for the 2nd 
War Loan to $12,000,000 in Sep- 
tember. According to an NAB 
estimate, accepted by the Treasury, 
stations devoted 3,382 hours of 
broadcast time to the 3rd War Loan, 
compared with 2,288 hours in April. 
The number of individual announce- 
ments climbed from 118,000 to 
200,000. 

In addition to the tremendous in- 
crease in newspaper advertising, the 
Treasury received more than double 
the amount of newspaper publicity 
for its 3rd War Loan than it re- 
ceived for the 2nd. At advertising 
space rates, publicity material was 
valued at $12,200,000 in the “Back 
The Attack” campaign, an increase 
of $7,000,000 over the 2nd War Loan. 


ates present war- 

, time conditions, advertising agency buyers 
and others have found it difficult to obtain 
continuous production of interior and exte- 
rior displays. But that is no longer a prob- 
lem . . . it has actually been eliminated by 
Sullivan-Nolan’s new production methods. 


. WE CAN USE SUBSTITUTES 


AND PROVIDE MODERN DISPLAYS 


Because we can skillfully design your win- 
dow, counter, store, point-of-purchase and 
other displays, and produce them via the 
Silk-Sereen Paint Process without critical 
material requirements, long range display 
programs can be set up with the assurance 
that Sullivan-Nolan can produce and de- 
liver on time to meet your schedule. And 
remember, we can provide displays from the 


amallest job up to 24 SHEET POSTERS. 


TRAINED ADVERTISING MEN 
KNOW YOUR REQUIREMENTS 


eee 


Actual lines involved were 61,200,- 
000 in September, compared with 
26,434,000 in April. 

National advertising in newspa- 
pers, magazines, radio and outdoor 
was estimated at an additional $1,- 
800,000. The Treasury was unable 
to place any figure on the coopera- 
tion received from the movie indus- 
try, the theaters of the nation, 
schools and retail establishments. 


All Media Praised 


“It was only through the tre- 
mendous amount of advertising and 
publicity provided by the whole- 
hearted cooperation of all these 
media and local and _ national 
advertisers, together with the un- 
stinting work of 5,000,000 volunteer 
workers that we were able to amass 
the amazing total of $18,934,000,000 
in war bond sales,” Ted R. Gamble, 


national director of the War Finance 
Committee declared. 

Mr. Gamble pointed out that there 
had been 60,000,000 individual sales 
during the 3rd War Loan drive, “a 
staggering total.” He paid tribute 
to the War Advertising Council, 
which had prepared layouts and 
copy for the drive through its mem- 
ber agencies. 

The Treasury reported that dur- 
ing the 3rd War Loan drive, the 
outdoor advertising industry had 
made available a total of 220,000 
panels and painted bulletins in 
15,000 cities. These panels, valued 
at $1,600,000, compare with 19,343 
panels, worth $398,475, in the 2nd 
War Loan. 

During the 3rd War Loan, 235 
national magazines donated adver- 
tising valued at $1,125,000; 550 busi- 
ness papers donated $185,000 in 


space, and 55 farm _ publications 
donated $70,000 in advertising. 


Treasury Mats Used 


The survey of newspaper adver- 
tising during the 3rd War Loan 
drive showed that 33.7% of the total 
number of advertisements used mats 
provided by the Treasury, these 
mats making up 60.2% of the space 
used for the drive. Nearly a third 
of the war bond advertisements 
using Treasury mats, 10,207 in 
number, were full-page displays. 

A breakdown of the newspaper 
advertising linage showed that 
2,211 daily and Sunday newspapers 
carried 88,947 locally sponsored ad- 
vertisements. This advertising, 
totaling 61,573,588 lines, was valued 
at $6,697,358.45. In the 2nd War 
Loan, 40,774 advertisements, run- 
ning 30,585,481 lines, were valued 


as : Edd 
2 Mies SEARS eet 
eet win ed Dat o 


Advertising Age, November 8, 1943 


at $3,362,890.72. 

Weekly papers, supporters of the 
Bankhead bill for $30,000,000 in paid 
government war bond advertisin 
printed 63,846 war bond advertise 
ments in September, compared wit; 
33,164 in April. With 67,976 37: 
lines at $1,942,184.60 in advertising 
the weekly paper outdid thei, 
record for the 2nd War Loan og 
42,048,421 lines estimated at $120) - 
380.60. 

Publicity in both dailies and 
weeklies increased accordingly 
Daily papers carried news stories 
and other publicity totaling approx. 
imately 43,899,660 lines during the 
3rd War Loan drive. Based on ayer. 
age reader linage rates, the esi. 
mated value would be $10,474 9); 
In the weekly field, 17,326,500 ling 
were printed, compared with 8,81 . 
909 lines of publicity last Apri], ' 


A big advantage offered by Sullivan-Nolan 
lies in the fact that our staff is composed of 
seasoned advertising men, with a back- 
ground of twenty-nine years of service to 
the advertising field. With a source of this 
type, you deal with men who know your 


language. You can be assured of attractive 
displays that reflect professional handling 

Some of the nation’s largest advertisers 
have standardized on Sullivan-Nolan Silk- 
Screened displays . convincing proof that 
we are exceptionally well qualified to pro 
duce displays for you 


Ask For Particulars Today!’ 
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The NAB estimate of radio’s con- 
tribution to the drive was based on 
QWI allocation figures. Neville 
Miller, NAB president, described the 
effort as “the biggest job ever un- 
gertaken by the broadcasters of the 
country,” and declared that they had 
“met the challenge with vigor and 
enthusiasm.” 


Copy Spread Evenly 


Graphs drawn by the Treasury 
showed that the advertising was 
evenly distributed throughout the 
99-day drive, and that the volume 
on Sept. 28, during the closing days 
of the drive, was as great as on 
Sept. 9, the opening day. 

Frank E. Tripp, manager of the 
Gannett Newspapers, and chairman 
of the Allied Newspaper Council, 
declared that the millions of lines of 
newspaper advertising and publicity 


taken in each community by local 
newspapers, industry and business 
“localized the war as against a cold 
impersonal appeal by the Treasury 
itself.” 

Delos Walker, executive vice- 
president of R. H. Macy & Co., New 
York, and chairman of the Retailers 
War Campaign committee, reported 
that retail stores contributed mil- 
lions of lines of advertising space in 
dailies and weeklies, sponsored radio 
advertising and outdoor displays 
and accounted for millions of dollars 
expended in the advertising drive. 

Mr. Walker said the entire sales 
force of the retailers of America, 
numbering 800,000 salespeople, 
“worked with unrelenting zeal” sell- 
ing an average of over $1,000 in E 
bonds per employe, $800 above their 
national quota. 

The role of the motion picture in- 


dustry in the 3rd War Loan drive 
was given high praise by the Treas- 
ury. Although no dollar value could 
be assigned to the industry’s con- 
tributions, promotion provided gratis 
by the movie theaters and studios 
was estimated in the millions. 


Universal Adds 
Subway Posters 
for Latest Film 


New York, Nov. 2.—Augmenting 
its newspaper campaign for its 
forthcoming Charles Boyer-Julien 
Duvivier production, “Flesh and 
Fantasy,” Universal Pictures has 
arranged with the New York Sub- 
ways Advertising Company to place 


special two-sheet posters in a rep- 
resentative group of 340 subway 
stations. 


Send Mailings 


Advance three-color advertise- 
ments for the picture are currently 
appearing in a list of 35 magazines, 
including Cosmopolitan, Glamour, 
Liberty, Life, Look, Movie Story, 
The Saturday Evening Post, True 
Confessions and Woman’s Home 
Companion. 

Individual brochures and adver- 
tising manuals have been sent to 
exhibitors and motion picture critics 
throughout the country. The ad- 
vertising campaign on Universal’s 
“Corvette K-225” includes full-page 
newspaper insertions in 31 key 
cities. 

J. Walter Thompson Company is 
the agency. 


This is a free country . . . the land of 
free speech. 


No one who stops momentarily to 
watch the soap box orator in the public 
square will question the fact. Nor will 
the man who pauses to consider the 
things that are said in his daily news- 
paper . . . or the subjects discussed 
over the air. 


... for instance, over Radio Stations 
WJR and WGAR, where citizens of 
Michigan and Ohio are speaking their 
minds regularly. 

Take the program called “In Our 
Opinion’’, heard regularly every Sunday 
over WJR, and now nearing its 100th 
week. Recently, seven disabled veterans 
of World War II discussed problems of 
rehabilitation, aired their views on what 
returning soldiers should be entitled to 
upon their return. 

Another program presented four Ital- 
ians, all born in Italy . .. a chemist, 
a minister and two housewives .. . 
discussing Fascism. Another introduced 
the question of whether there are too 
many frills in education. Still another 
brought representatives of the people 
to discuss over-optimism on the war, 
food problems and women’s rights. 

Consider, too, the City Club Forum, 


your piece, America 


broadcast each Saturday over WGAR. 
Recently, it presented a debate between 
James F. Lincoln, president of The 
Lintoln Electric Company, and Carmen 
C. Blough, WPB representative . . . the 
subject being the much-discussed and 
controversial matter of renegotiation of 
war contracts. 

Or, the new WGAR forum program 
which recently posed the problem of 
whose responsibility it is to see that 
America gets adequate housing . . . and 
will continue with other subjects which 
Americans talk over at the back fences 
and around the lunch tables. 


Radio is doing much to help win the 
war. It can do still more to set the 
pattern for better postwar conditions by 
encouraging free expression. 


That is why WJR and WGAR invite 


their audience to speak their piece. 


THE GREAT STATIONS OF THE GREAT LAKES 
Basic Stations . . . Columbia Broadcasting System 


G. A. Richards, Pres., Edw. Petry & Co., Inc., Nat'l Rep. 
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Bi nerioan-Tpenden Birinkers corp. 


“Confidentially—we shrink heads this 
full-page advertisement in the Oct. 25 
issue of Women's Wear Daily, marking 
the first advertising of American-London 
Shrinkers Corp., New York, which shrinks 
and conditions fabrics for the country's 
leading textile mills. Consolidated Ad- 
vertising Agency, New York, handles 
the account. 


Mrs. Darnton Named 
‘Times’ Women’s Editor 


Eleanor Darnton has been ap- 
pointed women’s editor of the New 
York Times. She has been with the 
Times Washington staff, before 
which she was in the OWI publica- 
tions division. Her experience has 
included the editorship of You and 
nine years with the N. W. Ayer and 
J. M. Mathes agencies. Kathleen 
McLaughlin, for the past two years 
women’s page editor, has joined the 
Times Washington bureau. 

Mrs. Darnton’s place as Washing- 
ton correspondent of the Times 
women’s page is being taken by 
Bess Furman, formerly with the 
Associated Press. 


ANYTHING 
FROM 20 
WORDS ON UP 
IS A GOOD 
"BREAK" ON A 
oo STATION! 


Exclusive 
National 
Representatives: 
WGR-WKBW ... avenue Buffalo 
WCKY .Cincinnati 
KDAL ... ...+«.Duluth 
WDAY .. oe ee okt 
WISH . ...... Indianapolis 
WKZO Kalamazoo-Grand Rapids 
K MBC Kansas City 
WAVE . Louisville 
WTCN Minneapolis-St. Paul 
MED 0 6kwsséeeedonens cubed bane Peoria 
KSD . .St. Louis 
WFBL . Syracuse 
IOWA 
WHO .. Des Moines 
woc Davenport 
KMA Shenandoah 
SOUTHEAST 
WCBM Baltimore 
wesc . Charleston 
WIS Columbia 
WPTE Raleigh 
WDBJ ° Roanoke 
SOUTHWEST 
KOB , Albuquerque 
KOMA Oklahoma City 
KTUL Tulsa 
PACIFIC COAST 
KECA Los Angejes 
KOIN-KAL |} Portland 
KROW Oakland-San Franciseo 
KIRO Seattle 
KFAR Fairbanks, Alaska 
and WRIGHT-SONOVOX, Iwc. 
. 


For latest radio information, call 


FREE & PETERS, inc. 


Pioneer Radio Station Representatives 


Since May 1932 


CHICAGO: 180 Ne. Michigan Frankiin 6373 
NEW YORK: 247 Park Ave Plaza 5—413! 
ATLANTA: 322 Palmer Bidg Main 5667 
SAN FRANCISCO: I1! Sutter Sutter 4353 


HOLLYWOOD: 1512 N. Gordon St. Gladstone 3949 
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Space Rationing Problems 


With additional paper cuts fac- 
ing all media for 1944, the necessity 
for rationing space will be imposed 
on many more publications than in 
1943. During the past year a con- 
siderable number of media have 
been forced to accept advertising on 
a conditional basis, involving reduc- 
tion of space schedules and in some 
cases inability to accept the busi- 
ness at all. 

The usual approach to rationing 
has been on the basis of seniority. 
Most media, we believe, have felt 
that the advertiser who has been in 
the publication heretofore has first 
call on available space now. On 
the other hand, many publishers 
have likewise given consideration to 
the question of the appropriateness 
of a particular account for their 
media, looking ahead to the future 
and the likelihood of that account 
being permanently in their pages. 
To them it has seemed important to 
decide whether the account really 
belongs in their media, and if so to 
give it some preference over adver- 
tising which may have merely 
drifted in because there was no 
place else to go. 

A third facter which is being 
given more consideration, because 
of the pressure of advertisers and 
agencies, is the war urgency of the 
message. Many advertisers have 
been criticized for publishing copy 
which does not serve a useful pur- 
pose in the prosecution of the war. 


Publishers have been urged to give 
consideration to the importance of 
the copy as a public service, and to 
provide space for advertising which 
definitely serves the national inter- 
est. That calls both for judgment 
and courage on the part of the pub- 
lisher, and many hesitate to set 
themselves up as censors of war- 
time advertising to the extent of 
rationing space on the basis of its 
relative importance. 

It seems to us that with rationing 
certain to be a bigger problem in 
1944 than during the past year, dis- 
cussions among publishers, adver- 
tisers and agencies should be con- 
ducted for the purpose of endeavor- 
ing to establish general standards. 
While they might not be final or 
mandatory, they would at least pro- 
vide some common basis for the 
establishment of rationing policies. 
There have already been some sug- 
gestions on this subject by adver- 
tisers and agencies, but they have 
been so general in character as to 
offer little help in the establishment 
of specific standards. 

Publishers unable to accept all of 
the business offered them have an 
important problem in determining 
how the space they have available 
should be allocated. Joint discus- 
sions of principles and policies 
should be helpful in establishing 
general standards which will be 
acceptable to everybody concerned 
in the problem. 


The Great Russian Mystery 


We heard a very interesting ru- 
mor last week and expended con- 
siderable time and effort in running 
it down. The report was that a 
leading paper manufacturer had re- 
ceived the first shipments of pulp- 
wood from Russia, two boatloads, 
containing 5,000 tons, having been 
delivered at New York. All of those 
concerned with the report have de- 
nied that such a shipment has been 
received, although some executives 
admitted that the idea has reached 
the conversational stage. 

Getting wood from Russia for 
pulp manufacture is both an inter- 
esting and a logical idea. It is one 
of the many things which paper 
consuming industries, including 
publishers, have been considering 
as a means of relieving the present 
acute shortage. Without complete 
knowledge of our military and lend- 
lease operations, it is difficult to say 
definitely that this is a plan that 
should be carried out, but from the 
standpoint of the American paper 
user, there seems to be no good rea- 


son why it could not be done. 

We are shipping large supplies of 
war materials and other necessary 
products to Russia, and presumably 
the boats come back with some Rus- 
sian products, just as Australian 
wool came back in our cargo ships 
in such quantity as to make the 
“wool shortage’ non-existent. 

Now that Russia has signed agree- 
ments with the United States and 
Great Britain covering both war 
and postwar objectives, it would 
seem that any diplomatic or eco- 
nomic problems which may have 
prevented the shipment of Russian 


wood to this country could be 
solved much more readily than 
heretofore. At any rate, the use of 


our boats returning from Russia to 
carry pulpwood would be such an 
important contribution in relieving 
a shortage which is steadily grow- 
ing worse that some special efforts 
should be made to determine 
whether the plan is practicable and 
why it is not being put into im- 
mediate effect. 
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OVERNIGHT CHANGES IN THE SALES SETUP 
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"I'm going to straighten these colored pins up; they just stick them in here 
any old place.” 


Ad-libbing 


High in Low 

Scout Roy A. Hunter of Van- 
couver, B. C., is so burnt up about 
the business paper advertisement re- 
produced here that his letter still 
smells faintly of smoke after travel- 
ing more than 2,000 miles. “To my 
taste,” says Scout Hunter, “this is 
a new high in low. What a junk 
pile this gal must have collected.” 
And verily,.we echo the scout’s 
opinion. 

Don’t bother to get out your mag- 
nifying glass. We'll tell you what 
annoys our scout so much. The 
beauteous gal holding up the picket 
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fence says, “Thanks for the bunga- 
low, Mr. Slowey.” Mr. Slowey, in- 
nocently, counters: “What do you 
mean, ‘Thanks for the bungalow’?” 
And Miss Burke (that just happens 
to be her name) explains: “If I 
hadn’t found out you pay for obso- 
lete and discontinued lots of Bottles 
and Bottle Caps, I wouldn’t have 
felt free to go ahead and get myself 
this bungalow.” 

Following this startling chitchat, 
the advertiser explains: “Miss 
Burke had a lot of discontinued 
bottles and bottle caps in her stock 
room. They were useless to her 
and were just taking up valuable 
space. She came across one of Mr. 
Slowey’s ads (he must be connected 
with the company signing the ad, 
but we’re not sure) and found out 
that Glass Container & Cap Outlet 
Company would pay cash for them. 
Now she owns a beautiful bungalow 
which she never thought she could 
afford and her stock room looks nice 
and neat with plenty of space for 
future deliveries.” 

Ain't life too, too perfect, pal? 
Cigaret Makers’ Parade 

A couple of weeks ago ADVERTIS- 


ING AGE reported that Camel and 
Chesterfield are doing their utmost 


to convince members of the medical 
profession that cigarets are cigarets, 
medically speaking, and that differ- 
ences between brands, pathologic- 
ally speaking, are non-existent. This 
amazing trend, in which manufac- 
turers are spending time, effort and 
very good money to insist that there 
is no scientific reason for preferring 
one brand to another, has now been 
further augmented by a message 
which Brown & Williamson has sent 
to the medicos on behalf of Vice- 
roys. 

The Viceroy message, like the 
Chesterfield message, got a little 
extra attention because it accom- 
panied two packs of the cigarets. 
It explained that Viceroys are 
unique cigarets “that will be of par- 
ticular interest to all otolaryngolo- 
gists,” and after a good, but brief 
sales talk on the merits of the filter 
tip, wound up: “Viceroys have no 
therapeutic qualities that we know 
of but do give a maximum of en- 
joyment with a minimum of incon- 
venience and the filter tip does re- 
tain some of the elements which 
may cause irritation.” 

It won’t be long now, we'll bet, 
before some astute cigaret merchan- 
diser decides to run general copy 
which won’t be too different from 
the Co-op cigaret copy this column 
reproduced for the edification of 
the reader three or four weeks ago. 
Whatever effect the current series 
of cigaret confessions may have, the 
packages which accompany the con- 
fessions are doing much to hold 
down the sales curve of those 
cigaret stands located in buildings 
with a high percentage of medical 
content. 


Jottings 

No dailies in Iowa have sus- 
pended since Pearl Harbor, “Iowa 
Publisher” reports, and while almost 
40 smaller weeklies have suspended, 
most were caused by entrance of 
their personnel into the armed 
forces, and only a small percentage 
attributed their closing to lack of 
public support, advertising or other 
business causes. . . 

Bernice Leary, Madison school 
supervisor, told a state conference 
of school superintendents recently 
that practical reading should be fea- 
tured in the school curriculum, and 
suggested such subjects as income 
tax blanks, road maps, ration or- 
ders, how-to-do instructions, and 
advertisements. . 

Western Gear Works, Seattle, 
gives silver “No Lost Time” pins to 
employes who have not missed any 
time for six months. Those who 
maintain perfect attendance records 
for a year get gold pins... 

Brooke, Smith, French & Dor- 
rance apparently thinks its name is 
quite a mouthful, and is encouraging 
use of “BSF&D” as identification, by 
printing this symbol on contracts 
and other printed matter. . . 


Advertising Age, November 8, 1943 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa| 
advertiser or advertising agency 
executive writing on his busines. 
letterhead. 


No. 2244. They're Cheezle Peezle 

In this folder, Calling All Girl, 
reports on a survey just completed 
tabulating answers from a cross 
section of its teen-age readers oy 
what they buy, who spends the 
moola, what items they choose, even 
though the family pays for them, 
and to what extent these cheezle 
peezle youngsters influence family 
purchases. 


No. 2245. America’s Negro Market 
Is Growing. 

The David J. Sullivan Negro 
Market Organization has issued this 
folder, which outlines the scope of 
the Negro market, tabulating 1940 
population and 1942 income in the 
major cities. 


No. 2221. WKBN Promotion in 
Youngstown. 


Station WKBN, Youngstown, 0. 
which increased its power to 5,000 
watts nighttime June 6, has issued 
this brochure reproducing fts cam- 
paign announcing the change, along 
with the complete story of year- 
round program and station promo- 
tion. The pages of the brochure 
show illustrations of newspaper 
promotion, theater trailers, outdoor 
posters, mailings, dealer cooperation 
and all the other devices used by 
the station. 


No. 2153. Survey on Dehydrated 
Soups and Foods. 


The Philadelphia Evening Bulle- 
tin has issued its second survey of 
dehydrated foods and soups con- 
ducted by personal interviews with 
1,294 Philadelphia housewives while 
they were in 14 supermarkets rep- 
resenting a cross section of the 
Philadelphia area. The extent of 
use of dehydrated products is 
shown, with reasons put forth by 
non - users and typical comments 
showing consumer attitudes. 


No. 2161. Nippon—America’s Most 
Dangerous Enemy. 

The New York Mirror has issued 
this brochure, reprinting a series of 
articles which have appeared in its 
columns, written by correspondents 
who have lived and worked among 
the Japanese, Gathered together in 
convenient form for closer study, 
this material should help to dispel 
considerable misinformation and 
misunderstanding about the mo- 
tives, strength and weaknesses of 
our enemy in the Pacific. 


No. 2203. M-Day for W-Power. 

Every day is M-Day for woman- 
power, says this brochure, issued by 
Ladies’ Home Journal, pointing out 
that whatever emergency arises 
must be put up to the nation’s 
women for carrying through. The 
pages of the brochure show how 
the Journal has presented wartime 
issues to enlist women, and the suc- 
cess of the promotions. 


No. 2207. Democratic Leaders/'p 
in Total War. 

In this booklet, Time reprints 
verbatim a speech made by Edward 
L. Bernays, public relations coun- 
sel, in which he names 25 of te 
“most influential leaders of ‘n¢ 
country.” Widened margins © 
several pages of the booklet repro- 
duce the pictures of these 25, with 
the information that 22 of them «r¢ 
regular readers of the magazine 


No. 2202. Sicily, Greece, Democ 
racy. 

The Oklahoma Publishing Com 
pany has issued this reprint of * 
series which appeared in the Daily 
Oklahoman, Oklahoma City, as ‘0- 
dicative of the type of mater’? 
originated by Oklahoman and Timé! 
staff members. 
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M emo to all department heads from the executive 
office: 


I have just received this snapshot of Jim 
Brown,* who used to work in our accounting 
department. 


It’s a picture of Jim in Italy. 


Jim says that’s Vesuvius behind him. Pretty 
soon he’ll have Rome behind him and Genoa 
behind him-and then—before too long, I hope 
—he’ll have Berlin and Tokyo behind him, 


The question then will be—what will he 
have before him? 


We want him back. We’re turning out the 
equipment he needs now to get back. But 
when he marches up Main Street in that Vic- 
tory Parade—what then? 


That’s a responsibility facing all men in 
management positions today. And if you’ve 
been thinking about it as I have, you’ve un- 
doubtedly come up against many questions 
that need answering—dquestions entirely apart 
from the usual ones about production, com- 
petition and so on. 

* * * 

For example, how quickly will we be paid 
when our war contracts are cancelled? For 
we’ll certainly need money for reconversion. 
Will there be plenty of investors willing to 
risk their money in industrial enterprises, 
knowing how difficult it will be to make 
profits? Or will they prefer the security of 
government bonds? 


What will the government’s attitude be on 
patented products? Will we be compelled to 
license other manufacturers or can we enjoy 
the rights to our patents as we did before 
the war? 


Can we count on able and tolerant leader- 
ship in the handling of relations between labor 
and management—or are we in for a period 
of agitation and unrest? 


I call these questions to your attention as 
just a very small number of the.questions you 


* Fictitious name 


BUY MORE WAR BONDS 


With Berlin behind him, 
what’s before him? 


and I must find answers for, if we—in co- 
operation with other businesses and industries, 
and with agriculture, commerce and the pro- 
fessions—hope to achieve the post-war ob- 
jective of jobs for Jim and his buddies and 
everybody else who will want and need them. 


Given a political and economic environ- 
ment favorable to free enterprise, I am cer- 
tain we can make proper use of the victory 
that must eventually come. 


And I am certain that the people of this 
country want not only the same opportunity 
for progress that existed before the war, but 
as much more of it as it’s possible to achieve. 
To keep this opportunity alive is a job for 
all of us. 


Business Week is the one magazine in 
the weekly field devoted entirely to 
events.as they affect business today. Not 
on sale on newsstands. Sold only by sub- 
scription as a business service. Published 
by McGraw-Hill, 330 W. 424 St., N. Y. 


: i, es all eae’ 


2 ‘ te > J ey ae et TAM Re a, le a ale > : é ‘ aye > et os 
~ ' S ‘ eas =| 
° i 
hee fan 
8, 1943 we - 
ys eee 
Se ae . 
ae 
P. 7 
is “ . r, - 
— Ley a 
= Mae 
“—— set 1p 
Safe ef . 
‘ = 
bal "ithatene 
bebe, me — , Behe 
- : ee ey : 
Seti i 
be ' A : 
; s ; 
i (7a nr "< ae i: 
e : ogy ] a 
j | é ee 
{ my. pe OG. iy j “FI ie oo 
& . o i >. 2 a wa si } ..* : ae -a 
ae diet és e |S g ie 
if Sa “a ath : % ; Ay i er 
ll a ll .%, a Meg Fy ke oar, 
5 Ja ae a <. co ‘ a's : . va ae 
em Pilg Ai? iy * Flynt; - mee ee % j 4 a 
"Ste gaeaae a mea es Laake ee ei es r : 
. 207. se ‘ 5 z ine aie as st 7 r 
he ep ss aa ; a 3 ” - ¥ 4 it, _ “Te oe ge AL pi: 
eee a, a os im age af ag Batt Ps as 
a ee ~ raid ; i - — oe ers ea khan ah 
n: ¥r i ae Tee - ad ry Coe "iit nies Ro y : 
| a a Se * ki tery me woe Whe 7 a P a: ee te a eo x * e £ 
ee Sy ome anges ~~ as GS Pa 
a sn een RS Mee > ace, i DROME tung, ake 1 ; 
eis i. Sm a on, hk ge mate ha. od ~~ 7 “ 8 +h By be ¥ ay ” 
: Pe oe “ap a i os A : 4 ‘ * } ul 
ar. Sern ie. i sl re a aa 
wa &. AP IP pene .~~ iiaatil an va fi r-,, eee ®). : 
b pe ? - Se ae i Z . 
eae ~ & a 
0 Sa a —_ Roa 
———e'’ Pa a ' <<" 
a >, WAY ee a eat. oa Js 
™ ee LT nh — 'S ae F vig ne 1 a Sao 
SS. Ine” Ps _ a 
—, > y — 3 , © ‘ ae “ ay a aa 
ae Pa ro * “2 5 gy ae | —_ > — J 
Poke - at, PR os ; . az 4 2 
Sey NN CX a - 
= ~ d a ha Se . F N yg a . 
—— se ee er te," fm F ) ae 
Aig im / Sh EN be : : 
4 j * Na “a ¥ ‘ “4 gg é ee 
—, ie a? c ‘ ti * 
| PAIR aed Be y Be >. ; 
Cape fi ier’ ae g a ee —— 
«> » ii y sh P " ; ) ee Spies 4 
aed i det . er: a ‘ or 7 ae " 
A Hs ae : i ie . . 
> a? v peel ee ee * i a) ," ; 7 
sh Sees ae a i ae te oe ap 
_ , ? ‘> 7 ee ee at Ok Ne wed Tay io 
j A " sb r + i ar "i 2 i e. Big a” be: : : € 7 
, 2 "4 ¥ , a “3 e aaa . 
as} ' “aa Tat, * 
f a 3 
7 oe Y es } Pi u'r . >. 
t ® : he mal oy PA’ sal 4 . PY 
. ey m th se WAR. ' a 
&. rT) we a, a i ‘ey L\ “s — 
. : * he “ eS ae” ie fine Rts 2 : Nie 7 
. pe q ee Sea. ‘te : AY ie: 
~ ie ~S : aie 
ey. " + oe 7 a. s 4 “ ; "ak . 
. i aa a’ > a 
5 * 
. a: -s 
hal ea 
a ‘ = 
7 
a 
ei 
si 
 . 
* 4 
— c 
ae = 
rs 
ie. 
. we Pee = Nee in 6 a a i =o a 
' y -. ee eae « si a * fi 
sf ost te (a - A : ; fc 
- » » ‘ =. ua _ 4 4 ; x rel wie Ps * v= i 4 os 
be ae mY a b; P aad 3 si -— ; H be i : a 
§ = ity a e “4 ‘ “a4 is a Py . oo a sv ° = 3 4 e 
7 a ; i” s ai a eo. = ; as 
4 a mi wT : eae: <2 ae “$3 ’ la a 7 J 2 3 ag ™ =< 
p a % = a Pais “ aa ats on oe - E a 
‘7 2 Yy SS 2 2 . ” 
7 ” a . _ = 3 3 ens. ”  - eS. Ko = 
! om ad > 23 ‘. “ aa ¥ 7 — 
7 cel P “ ge ie F: = 
” ie he > he 9 ot : * "ay 
‘-n eer \e ae h oe fest BE" = ay “Ye ; 5 
| x =>. Va. ek. BE eS 
; 
ae 
fy 
Sees 
: 7 , BP to 4 
er q =" 5 "eg - ae =a =e : . “ an ; ; ar : Serr ty Se . Ca pete * 
exis ‘ae me oO ; oe! me i ee ta: et ‘ee eer eS a eae frag: ; es Rice ra yj Senna ay 


Paint Industry's 
Future Is Bright, 
Convention Told 


Member Companies 
‘Attend’ Program Via 
Trade Press, Mail 


Washington, D. C., Nov. 3.—The 
paint industry has no postwar re- 
conversion problem and it should 
share in the “tremendous housing 
program” after the war, Ernest T. 
Trigg, president, National Paint, 
Varnish & Lacquer Association, told 
industry members last week at their 
second annual “convention - at - 
home.” 

While most businesses will face 
tremendous demands for goods and 
services in the postwar era, those 
connected with the building indus- 
try will not need to convert plants 
and methods, he said, and conse- 
quently should be in a position to 
launch an extensive domestic hous- 
ing program. 

“Fortunately, too,” he _— said, 
“money will be available _ for 
purchasing the many necessities, 
including new homes, as evidenced 
by the large increase in the total 
saving deposits throughout the 
country, plus the savings effected 
through the purchase of war bonds. 
Thus we see ahead of us the mar- 
kets, the materials and the money 
for an industrial expansion of great 
magnitude.” 


Future “Encouraging” 


Although the industry cannot 
foresee all the difficulties which 
may be encountered in world re- 
construction and rehabilitation, 
Mr. Trigg said, and while added 
restrictions and limitations may be 
enforced by government, “I believe 
that the future of our industry is 
most encouraging, and it is possible 
that the demands for our products 
may tax our ability to produce.” 

Foregoing its annual convention 
for the second year, the association 
mailed members a convention pro- 
gram of addresses and reports dur- 
ing a three-day period, Oct. 27-29. 
Members also were sent copies of ‘| 


new brochure, “Paint at War,” 
depicting the industry’s war service 
to the government, and were ad- 
vised that business papers serving 
the field were cooperating by print- 
ing the various papers and ad- | 
dresses. 
The brochure repeats on each 
page the wartime slogans, “Paint 
Is an Armor,’ and “Foursquare 
Behind All War Production Needs.” | 
It reproduces statements by WPB! 
Chairman Donald Nelson and Sec-| 
retary of Commerce Jesse Jones | 
commending the industry and ask- 
ing full cooperation in meeting 
problems of the postwar period. 


Meets All Demands 


President Trigg emphasized that 
the industry’s first and continuing 
purpose is to aid the government | 
and help win the war by supplying | 
paint, varnish, lacquer and allied 
products in the manifold forms in 
which they have become _indis- 
pensable to the conduct of modern 
warfare. At the same time, he 
made clear that the industry has 
been successful in meeting essential 
civilian requirements for paint, and 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion. 


*ledependen| Survey of Providence Bulletio 


indicated that the government’s 
recent orders easing the use of some 
of the more important oils in paint 
lends encouragement to the future 
operations of the industry. 

“Reviewing the past three years 
and comparing our industry with 
many others, we have fared well,” 
said Mr. Trigg. ‘“‘We have suffered 
inconveniences and hardships, as 
have others, but so far as is known, 
no casualties attributable to the war. 
Our oil shortage, due in no small 
degree to the demands from Russia 
and to the crisis in shipping, would 
have been even more acute but for 
the resourcefulness of the industry. 
The recent increase in our indus- 
try’s quota to 60% is of great bene- 
fit and it is expected that there will 
be a further increase if the wartime 
requirements permit.” 

The industry is particularly for- 
tunate to have been able in these 


difficult times not only to supply 
all government requirements, but to 
produce substantial quantities of 
protective coatings for civilian 
maintenance purposes, he added. 
“Preservation of property, better 
lighting, and sanitation are some of 
the purposes for which our products 
are so commonly used that we take 
them as a matter of course, but 
these are all intimately related to 
the maintenance of morale on the 
home front. 


Government Directs Policy 


“Through force of war necessity, 
government is today directing the 
policies of all business. The cold- 
blooded fact of the matter is that 
the paint business today (as well as 
all other business) is being directed 
in an over-all way by WPB which 
tells us what raw materials we can 
or cannot have. OPA regulates our 


prices. WMC more and more dic- 
tates our labor supply. ODT is 
regulating transportation to an ex- 
tent and will probably do more if 
transportation problems become 
more acute. And finally under in- 
creased taxes brought about through 
huge military expenses our profits 
must largely be paid over to the 
government.” 

Experience of the last two years 
has brought about improved condi- 
tions and many activities of gov- 
ernment agencies, for which there 
was no precedent, have now been 
established on a good working basis 
and a more orderly routine, Mr. 
Trigg said. 

He reported an all-time high in 
the association’s total membership, 
which has shown a steady increase 
since 1933, when former national 
organizations of the industry were 
united. 
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Industrial Publishing 


Opens Two New Offices 

Industrial Publishing Compan, 
Cleveland, publisher of Industr,, % 
Welding, Occupational Hazards ay, 
Paper Progress, has opened a (hj. 
cago sales office at 612 N. Michigar 
Ave., in charge of Norman J. Loy 
and a New York office at 545 Fig; 
Ave., under direction of Freq | 
Hadley. 

The company will bring ou , 
new publication, Die Casting, t)j. 
month, : 


Heads Bates Plan Board 


Thomas C. Buechner, a  vicg. 
president of Ted Bates, Inc., Ne, 
York, since the agency’s inception 
has been elected assistant to th¢ 
president and chairman of the ney 
plan and creative board. 


“Americas TALLEST Radio Tower” 
is Dedicated to the 


The “Typical Midwest Farmer", Otto Baumhoefner, and wife, receive 
congratulations from George B. German, WNAX farm director. 


Rear Admiral A. B. (Rescue) Randall, Com- 


@ Mrs. Otto Baumhoefner 
splashes the proverbial 
champagne over the “S. S. 
Midwest Farmer.” 

@ The "'S. S. Midwest Farmer" 
slides down the ways after 
christening by the ‘‘Typ- 
cal Midwest Farmer's’ 
wife. 


M. C. Townsend of War Food Lie*t. Governor 
Administration, thanked 35,000 Robert Blue, rep- 
farmers for their untiring efforts resenting Iowa. 


in increasing food production. 


mandant of the U. S. Maritime 
Service, was one of the principal 
speakers. 


Secretary of Agri- 
culture Rufus 
Howard, represent- 
ing Nebraska. 


Senator Chan Gur- 
ney of South Da- 
kota, former own- 
er of WNAX. 


For the first time since the war’s beginning, the American farmer has been 
given official national recognition for his part in the winning of the war and 
the peace. It came finally, when WNAX, Yankton-Sioux City, invited Washing. 
ton dignitaries and officials of Minnesota, lowa, Nebraska and the Dakotas to 
appear before a crowd of 35,000 farmers. To them and through two CBS coast- 
to-coast hookups they expressed their appreciation for the achievements of 


American farmers in producing additional food to feed the world. 


These dignitaries acted as a jury to select the “Typical Midwest Farmer”— 
Mr. Otto Baumhoefner, of Welcome, Minnesota. America’s Tallest Radio 


Tower was dedicated to him, and through him, to all farmers who have worked 


so untiringly to help in the war effort. 


“S. S. Midwest Farmer.” 


forts of the “soldiers of the soil.” 


ve iy 
a - 
or. ae 


ton dignitaries. 


Congressman Karl 
Mundt of South 
Dakota. 


Secretary of Agri- 
culture R. A. 
vatten, Minnesota. 


WNAX arranged with the National Maritime Commission to name one of 
their Liberty Ships in honor of these farm families, and sent Mr. and Mrs, 
Baumhoefner to Portland, Oregon, where Mrs. Baumhoefner christened the 


WNAX is proud that it could bring national recognition to the gallant ef- 


Kate Smith gave an admirable 
eulogy of the American Farm- 
er and sang the praises of 
America’s Tallest Radio Tow- 
er to her coast-to-coast CBS 
audience, 


@ From Thousands of candidates, Chuck Worcester, CBS farm director, se 
lected one “typical farmer” nominee from Minnesota, lowa, Nebraska, North 
Dakota and South Dakota. Shown here are four nominees and families. Baum- 
hoefner, of Minnesota, was selected by officials from five states and Washing- 


Governor M. 
Sharpe of 50% 
Dakota, h¢ st 
kota. Midwest farme 


MORE THAN 40,000 LISTENERS HAVE REQUESTED PICTURES OF AMERICA’S TALLEST TOWER AND THE TYPICAL MIDWEST FARM! 


Lieut. Governor 
Tro- Henry Holt, repre- 
senting North Da- 
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Private Lines 


— 

More than half of the 500,000 ra-| 
so tubes WPB recently ‘“released”’ 
for civilian use will probably never 


It was no accident that Treasury 
officials failed to appear before the 
Senate banking and currency com- 
reach the market, to relieve the | mittee to oppose the Bankhead bill 
tight receiver tube situation. After! for paid government newspaper ad- 
WPB officers had detoured the tubes | vertising. Word was passed in the 
from export to the home market,|; war savings division to stay away 
Navy officials stepped in and are| from the hearings unless ordered to 
jow picking through the supply, and | attend. Senator Bankhead felt no 
taking out thousands of tubes for | inclination to solicit opposition testi- 
military use. mony, even though Senators Ball 

oo and Taft, who opposed the bill in 

A well organized campaign to sell| committee, specifically asked for a 
gasoline rationing compliance to the | witness from the Treasury Depart- 
sublic and promote car sharing will! ment. 
be introduced by OWI shortly. It. = Fs 
‘; now in its final stages, and will} The free ride on radio may soon 
involve heavy advertising by the|end for the railroads, which have 
netroleum industry. ‘been getting great results from 


\“Don’t Travel” spots placed on 


lean be released regularly to the 


the salesmen of his five publications 


hundreds of stations through the| business press, trade associations,|}in the building field that question- 


| OWI allocation plans. Government 
|officials sympathize with  radio’s 
|complaint that the railroads use the 
free radio time, while paying to 
place similar material in newspa- 
pers. 


Vergil D. Reed, assistant director 
of the WPB’s statistical division, 
and well known marketing execu- 
tive, has made detailed recommen- 
dations to WPB Chief Donald Nel- 
son for release of much of the data 
collected by WPB for the benefit of 
marketing men. The recommenda- 
tions have been approved and for- 
warded to the Bureau of the Budget 
for consideration by the Division of 
Statistical Standards. If approved, 
security restrictions will be lifted in 
many cases, and current data of 
incalculable value to business 


land through the Department 


Commerce. 


At least one radio station par- 
ticipating in the huge retail promo- 
tion being put on by the broadcast- 
ing industry doesn’t think so much 
of the super-duper presentation 
being used. At least, after the 
showing in its city, it reported: “A 
survey of opinions following the 
presentation brought out the gen- 
erally uniform consensus that the 
absence of a local approach was a 
disappointment; that it served to 
confirm the impressions of those 
already using radio time but didn’t 
materially influence non-users of 
broadcast advertising.” 


Harold Rosenberg, president of 
Industrial Publications, has advised 


—_—_— 


Typ 


ers), but this 


night agricultural audience. 


NOW HEARD BY MORE 


Consulting Engineers estimate that America’s 
Tallest Radio Tower now brings the voice of 
WNAX to 25% to 40% more people than ever 
before. Nearly 4 million people live within the 
old WNAX listening area (82% of them farm- 
“cloud-buster” 
WNAX to cover an area including 5 million or 
more people. This, plus a five-fold increase in 
night-time power, enables the “Big Aggie” Sta- 


tion to better serve a greatly increased day and 


SIOUX CITY * 


Affiliated With Columbia Broadcasting System 


Sete ie Z 


now enables 


YANKTON 
570 On Your Dial 


° In addition to appearing be- 
ore 35,000 WNAX visitors, Vir- 
ginia Payne, known as ‘“‘Ma 
erkins’’, takes part in the 
WNAX “Neighbor Lady’s"’ pro- 
ram with Mrs. Rudolph Krei- 
els, Typical Farmer's wife 
from Nebraska. 


@ Bob Hawk, star of ‘‘Thanks 
to the Yanks’’, headlined the 
WNAX show. Here he is pre- 
senting the ‘‘Typical South 
Dakota Farmer,”’ Aaron 
Burge, with a $100 War 
Bond, and Mrs. Burge 
with a lapel watch. All 
other runners-up re- 
ceived the same 


of|naires and mail surveys will no 


longer be made among the publi- 
cations’ readers on behalf of adver- 
tisers. His reasons: (1) With mul- 
titudinous government blanks to fill 
out, “we are imposing an extra, 
irksome duty upon readers by send- 
ing out questionnaires for manu- 
facturers, and it is being seriously 
resented”; (2) Willingness of pub- 
lishers to render these services has 
been very much abused of late. 
* a %: 


Newest entry into the chewing 
gum field is Perkins Products Com- 
pany, Chicago, maker of Kool-Aid 
beverage mixes. It has introduced 
Honeyspice, Honeymint and Honey- 
clove through one grocery whole- 
saler in Chicago and Des Moines, to 
test public acceptance of its product 
at a time when it is exceptionally 
easy for a newcomer to break into 
the field. Facilities won't permit 
any immediate expansion of pro- 
duction or sales. 


°K 


What may prove to be one of the 
biggest advertising campaigns in 
many years using newspapers, radio 
and other media, is in the making 
with the first public announcement 
of the plans expected around Dec. 
10. A large national association has 
been working for months on all 
phases of the program and talks on 
the newspaper phase of the effort 
have recently been held with the 
ANPA Bureau of Advertising. The 
present setup calls for direct adver- 
tising in newspapers and other 
media by the national association 
from its own funds, which are 
already collected, and run into a big 
figure. Linked with the national 
copy will be heavy advertising on 
a regional basis by members of the 
national group in those areas. The 
country will be divided into eight 
to 10 regions. All that can be said 
at this time is that the campaign 
will not advertise a product but an 
idea. 

ed ue 

Sugar imports are nearly normal, 
and supplies for industrial and in- 
stitutional users have been liberal- 
ized so that the pinch of rationing 
no longer exists. However officials 
hesitate to lift consumer rationing 
because the present distribution con- 
trols assure that no sugar is avail- 
able for bootleg liquor. 

* * xs 


A major bottleneck at WPB today is 
production of fractional power elec- 
trical motors, needed for such scarce 
civilian essentials as washing ma- 


chines and_ refrigerators. These 
motors are now needed for air- 
planes. However in the face of a 
laundry crisis, Arthur Whiteside’s 


Office of Civilian Requirements is 
straining to increase production of 


washing machines from available 
|}parts. It has also called a series of 
|meetings in the Southwest and 


South to discuss manpower, wage, 
price and machinery problems of 
'the linen supply and dry cleaning 
j}industry. One important factor 
|helping Mr. Whiteside in meeting 
| the washing machine shortage is the 
favorable trend in copper supplies 
|which now permits production of 
copper repair parts. 


Hanson Joins F&S&R 

| Harold Hanson, formerly with 
E. R. Squibb & Sons, has joined 
|Fuller & Smith & Ross, New York, 
as associate account executive. 


ling Women While 
They're Young 


| Published by GIRL SCOUTS 
155. E. 44th St., New York 


Member of 
HESXOUTH GROUP 
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200,000 ABC! 
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G. E. Promotes Eaton |Now WOR-FM 


T. O. Eaton, assistant manager of| The call letters of the frequency 
sales, power transformer section,| modulation station of WOR, New 
Pittsfield works of General Electric! York, have been changed to WOR- 
Company, has been advanced to|FM. It was previously known as 


(Sah 7 | 4 
Gy You bet, 
there’s something new 
under The Sun! 


It’s this: The Sun, newest of Chicago newspapers, 

offers advertisers a new and highly responsive 
market. Advertisers now find a new newspaper 
“buy” in Chicago, for — 


— You need The Sun in any newspaper combina- 
tion to cover Chicago completely, economi- 
cally and efficiently. 


—With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


CHICAGO'S MORNING TRUTHpoper 


Tax Baannam Company, National Representatives: Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, 
Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle. 


United Fruit 


War Bond Copy Has 


Powerful Punch 


New York, Nov. 3.—The United 
Fruit Company, operator of the 
Great White Fleet, this week is 
sponsoring a full page advertise- 
ment in eight New York newspa- 
pers devoted to the sale of war 
bonds. Unusually hard-hitting copy 
written by John Steinbeck, well- 
known author, was furnished by 
the war finance committee of the 
Treasury Department. 

Headlined “John Steinbeck Cables 
from London,” copy pounds home 
the full meaning of total war and 
the terrific price of final victory. 

“I have seen the soldiers come 
down from the ships and stand in 
long lines on the docks, their ‘B’ 
bags on their backs and their rifles 
slung over their shoulders,” the 
copy says; 

“T have seen the supplies come in 
by the hundred shiploads, locomo- 
tives and tanks and trucks—acres 
of boxed food and great mounds of 
hams, shiploads of bombs stacked 
in from keel to hatch and all mate- 
rials that we needed at home— 
steel for bridges and for buildings, 
food for our own people, material 
enough to make all America well 
fed and well housed and well 
clothed. 

“I have seen the men climb into 
the Fortress in the early morning 


and fly away waving with elaborate 


nonchalance and I have seen the 
gap in the mess when they did not 
come back and the empty bunks, 
the blankets thrown aside as they 
threw them, and the framed photo- 
graphs on the steel lockers. 

“The men have gone up the gang- 
way again to go into action and they 
jump from landing barges to a 
beach, strewn with the bodies of 
their own people, and they claw 
their way like animals into a hostile 
coast. 

“I have seen the hospitals with 
the mauled men, the legless and 
blind, the fingerless hands and the 
burned faces—all the destruction 
that steel and fire can do to a man’s 
body and mind. In God’s name, 
what is it for except to get this 
horrible thing over with as quickly 
and as thoroughly as_ possible? 
And if this is true, it should be 
not a matter of ‘Who will lend his 
money?’ but ‘Who dares not to?’”’ 

Wendell P. Colton Company 
handles the account. 


Sharman to Rickard 


Howard H. Sharman, formerly 
research production manager of 
Recording & Statistical Corporation, 
has been named assistant director 
of research and media of Rickard 
& Co., New York. 


Opens S. F. Office 

Sawyer - Ferguson - Walker Com- 
pany, newspaper representative, has 
opened a San Francisco office in the 
Russ building, with James W. Sykes 
in charge. 


Better-read advertisements, too, in 


: 
j 


| 
iB =a & 
THE PLIGHT of Europe’s uprooted millions, as indicated by polls 
a opinion, is a subject that excites America’s keen sym- 
pathy. 


readership! 


profit from this 


OM BEGINNING to end, as shown 

by frequent surveys, Parade is America’s 
best-read magazine section. For that mat- 
ter, Parade leads all magazines for family 


Advertisers in Parade cannot help but 
ge-to-page high reader- 
ship of editorial content. 

And, as a Creative person in advertising 
—striving constantly to better the atten- 
tion-value of your advertisements, you can 
get helpful pointers from studying the 
secrets of Parade’s editorial methods. 


of pictures those that would tell one family’s escape to freedom, 
step by step. The “Parade Touch” was brought into play. 


Countless photographs of Polish refugees are available. 


THE DRAMA of one family, typi- 
cal of a nation, springs to life 
in Parade’s pages, with pictures 
and captions brilliantly synchro- 
nized to carry readers along. 


pelling sequence. 


NOT ONLY CHOOSING the right 
pictures, but skillfully cropping 
them to bring out the essence of 
their drama, results in a com- 


bi ‘ 3 


sequences — Parade’s stories have 


WHETHER by using pictures available to everybody, or by 
pre-editing stories — planning and photographing special 


suspense and climax be- 


cause they treat subjects in terms of individual people. More 


about Parade editorial methods next month! 
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Liquor Industry 
to Hold Exhibit 
November 8-1] 


New York, Nov. 2.—The dual wa, 
role of the liquor industry—its pro. 
duction of war alcohol on a 24-hoy, 
basis coupled with collection 9 
peak revenues—will be dramatica}}, 
portrayed in the joint industry ex. 
hibit which has been prepared fo, 
the 28th annual National Hote) 
Exposition to be held Nov. 8-1) »; 
the Hotel Commodore. ' 

Built around the theme that “The 
distilling industry has gone to war” 
the exhibit will stress the fact th; 
the industry’s plants through pro. 
duction of war alcohol are making 
“the sinews of war” while the saje 
of its products are Producing 
“finances for war.” 

The display has been prepared py 
the Distillers, Rectifiers and [m. 
porters Exhibit Committee, of which 
Robert Barry, director of public 
relations, National Distillers Prod. 
ucts Corporation, is chairman. 

Actual photographs of distilling 
plants engaged in day-and-night 
war production will be shown, with 
photo-murals showing the varied 
uses to which war alcohol is put. 


Coca-Cola Show in 
Kodachrome for Army 


The “Victory Parade of Spotlight 
Bands,” Coca-Cola radio feature 
broadcast from Army camps, Navy 
bases and war production plants, 
will be produced in 16 mm. Koda- 
chrome for Army distribution. Four 
shorts, estimated to cost $60,000, 
will be produced, with no mention 
of Coca-Cola or other commercial 
tie-ins included. 

Leading orchestras and singers 
heard on the radio show will be 
featured, with the films becoming 
the property of the Army. Raphae! 
G. Wolff Studios will produce the 
pictures, through D’Arcy Advertis- 
ing Company, Coca-Cola agency. 


Maslen Joins Basford 
Frederick G. Maslen, formerly 
with Buchanan & Co. and Mar- 
schalk & Pratt, has joined the staff 
of G. M. Basford Company, New 
York industrial advertising agency 


BEST RADIO BUY 
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Heaven knows, we’ve tried... 


For years we battered on your doors, beat on 
your desks, bent your ears...and sent our best 
salesmen around with our best story. 

No missionary in the field afar ever showed 
more persistence in dissipating the myths 
about Philadelphia...the city whose past is 
better known than its present! 

We tried to tell the man who was never there, 
but learned all about it in his little red history 
book...that Philadelphia was a major market 
place and not a museum piece. 

To alien minds which conceived the main 
occupation of inhabitants as guiding visitors 
through Independence Hall, we brought the 
facts of life clear from the U. S. Department of 
Commerce...viz. that Philadelphia is one of 
the largest industrial and commercial centers 
of the world. 

We proved that though a place has tradition, 
people live in today; and while Philadelphians 
are loyal in their leanings, they catch on fast. 

Despite our sustained efforts many national 
advertisers never lost the Historical Idea about 
Philadelphia... or realized that the best medium 
of twenty years ago might not be the best now. 


We NEVER thought we'd see the day that we 
had to say “No” to nice fresh advertising from 
good firms which pay their bills on time... 

But to that choice and sequestered category 
of beefsteak, baked beans and the other items 
that call for ration stamps—newsprint and 
newspaper space come closer every day. 

All newspapers are on short rations; and 
despite unprecedented demand for its columns, 


The Inquirer cannot claim any exception. 
This newspaper in 1942 carried its highest 
volume of advertising —more than 18,000,000 
lines; and had the largest advertising gain of 
any newspaper in America— 1,280,000 lines. 
With smaller papers, but much larger de- 
mand, The Inquirer in nine months of this year 
carried 15,500,000 lines— gained 2,690,000! 
While some national advertisers outside were 
unaware of what went on in Philadelphia 
newspapers — Philadelphia advertisers were 
not. Retail advertisers and department stores 
have been stepping up their expenditures in 
The Inquirer every year for the past seven years. 
So we have been forced to limit classified, 
restrict retail advertisers to a pro-rata of last 
year’s space, and ration national advertising. 


AND FOR the national advertiser who sends 
us schedules today, all we can promise is to use 
the shoehorn, and do the best we can. The 
linage at the moment is of little concern to us 
...but we do not want to deprive national 
advertisers of the opportunity to get acquainted 
with the best families in Philadelphia. 

By best families, we mean the people who 
have the most money, spend the most money, 
and make The Inquirer the most productive 
medium in Philadelphia. 

When newsprint is no longer short, and the 
Philadelphia market and The Inquirer are 
again open to everybody... we hope that more 
national advertisers will be aware of what they 
have missed in both the market and the medium 


—and take steps to repair the omissions! 


Che Philadelphia Inguirer 


National Advertising Representatives ;: Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit, St. Lowis « Keene Pitzpatrick, San Pranciso 


Average circulation, September, 1943: 501,034 daily; 1,250,247 Sunday 
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by Agencies, 


Most Agree New War 
Advances Will 
Shape Postwar Use 


By IRVING GENATT 


New York, Nov. 3.—What are 
advertising agencies doing about 
television? 

Do they think it will move ahead 
so rapidly after the war as to be- 
come a new, potent, advertising 
medium? 

Do they know any more about it 
now than when the war put a tem- 
porary stop to its commercial de- 
velopment? 

Will it replace, or supplement 
any other existing media? 

These and a host of other ques- 
tions in a poll conducted among top 
agencies by ADVERTISING AGE elicited 
a maze of replies ranging from “It’s 
the answer to an advertising man’s 
prayer,” to “All the television peo- 
ple we talk to give us a lot of 
‘spinach.’ ”’ 

However, virtually without ex- 
ception, every agency indicated that 
it was seriously interested in the 
potential advertising worth of tele- 
vision but admitted that it knew 


Tilavalen Closely Studied 


Advertisers 


practically nothing about its poten- 
tialities and would like to learn. 


| 
Television Director Appointed | 
} 


Some forward-looking agencies | 
have already engaged personnel | 
with expert knowledge of television, | 
men who may better evaluate each 
progressive step in its development | 
and interpret its technical improve- | 
ments into agency terms of net- 
works and huge look-see audiences. | 
One agency, Ruthrauff & Ryan, has 
created the title of television direc- 
tor and appointed Tom Hutchinson 
to this position. 

A number of agencies have been | 
and continue to be active in experi- | 
mental televising in behalf of clients | 
whose products lend themselves to 
the medium. Others have signified 
their intention actively to partici- | 
pate and prepare for what lies! 
ahead. 

All told, there are today exactly | 
nine commercial television stations | 
in the entire nation and about 33) 
experimental stations. What little 
commercial televising goes on may 
also be ticketed as purely experi- | 
mentation, for television, as it is| 
today, leaves a great deal to be de-| 
sired and has little to offer a com- 
mercial sponsor. 


Carries Several Programs 


At the Allen B. DuMont Labora- | 
tories in New York, Wednesday | 
night is the one evening per week 
given over to commercial telecast- 
ing on its station WABD. Adam 
Hat Stores, which claimed the dis- 
tinction of sponsoring the first com- | 
mercial sports telecast when it put 
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sphere of iniluence 


Half our people live in communities of less 
than 2,500. Here a school teacher is a 
figure of importance. Her influence is 
mighty, in school and out. 


And she hes a mind like a sponge ... 
welcoming reliable information and facts 
of importance. Your business story will be 
read eagerly by 700,000 teachers in the 
pages of their state magazines. Nowhere 
else can you reach America’s school teach- 
ers at reasonable cost. Will you let us tell 
you more about it? 


Georgie C. Rawson, Manager 


STATE TEACHERS MAGAZINES, INC. 
307 N. Michigan Avenue, Chicago |, Ill. 


An associets i 42 state teachers maga 


on the Burman-Bettina fight from 
Ebbets Field in 1942, opens the 
evening’s activities with a 15-min- 
ute program beginning at 8:30 p. m. 
A recent newcomer to the Du- 
Mont station is Lever Brothers, 
through Ruthrauff & Ryan, which is 
on at 9 p. m. presenting Sam Cuff 
with an analysis of the news. 
Press-On Mending Tape, via Reiss 
Advertising, has been using 15 min- 
utes on WABD with snappy skits 
leading up to an accidental tearing 
of a dress, a coat or other article 
of apparel, and giving a _ visual 
demonstration of how its mending 
tape is used. Of late, the company 
has been using light musical enter- 
tainment along with its commercial. 
The DuMont station presents an 
hour-long fashion show the same 
evening, with a number of retailers 
responsible on a participation basis. 


Ken-L Ration division of Quaker 
Oats, through the Chicago office of 
Ruthrauff & Ryan, is expected to 
become active soon on WABD, and 
Benton & Bowles and Kenyon & 
Eckhardt may also use the station’s 
facilities soon. At present, DuMont 
itself takes up the Sunday evening 
period from 8:30 to 10:30, present- 
ing diversified entertainment. 

In August, B. F. Goodrich Com- 
pany, Lever Brothers and Hamilton 
Watch Company, through Batten, 
Barton, Durstine & Osborn, began 
a tentative schedule once a month 
presenting a full-hour program 
from 9 to 10 p. m., divided between 
the three participants, over General 
Electric’s station WRGB in Sche- 
nectady. This program is still on 
the air. 


Telecast the Weather 


At NBC’s television headquarters, 
WNBT activities are being stepped 
up gradually. With the recent lift- 
ing of the ban on weather broad- 
casts, Botany Worsted Mills, which 
once used business papers to adver- 
tise that it was first to use televi- 
sion, has resumed its one-minute 
weather cartoon film strip featur- 
ing the Botany Lamb, through 


Albert J. Silberstein, Inc. This is 
followed by a “live” appeal to buy 
war bonds. The Botany film insert, 
like many WNBT programs, is re- 
telecast simultaneously by WRGB, 
Schenectady, by direct pick-up from 
the Empire State tower transmitter. 

Bulova watch time is also telecast 
over WNBT on Monday nights, the 
program presenting a huge blown- 
up Bulova watch and televising the 
correct time at 8:03 p. m. 

Other than this, NBC is operating 
its television transmitter four hours 
each Monday, the minimum re- 
quired by FCC in order to maintain 
its franchise. NBC officials recently 
donated their television receivers 
to government hospitals housing 
wounded servicemen and began a 
series of telecasts designed to bring 
the men all available sports activi- 
ties. The initial show was _ the 
rodeo from Madison Square Garden, 
but from all reports, visual recep- 
tion was extremely poor, mainly 
attributed to poor lighting effects 
in the Garden. 


No Commercials on CBS 


CBS is complying with FCC regu- 
lations by telecasting four hours 
weekly on WCBW, New York, but 


Advertising Age, November 8, 1942 


presents no commercial programs o; 
any kind, confining its telecastin, 
for the present to films. Worthing. 
ton Miner is manager of televisio, 
for CBS. 

WOR-Mutual is confining its to) 
vision experimentation to a one. 
hour period per week on W2XVT 
the DuMont experimental statio, 
Roy Nelson is supervisor of teley;. 
sion broadcasts for WOR, and Harr 
Conover, famous for his magazin; 
cover girls and _ pulchritudinoy 
models, was named telegenics con. 
sultant for Mutual’s experiment.) 
series some time ago. 

Despite a multitude of drawbac,. 
in present-day televising, televisio, 
people do not hesitate in the leg. 
to paint a rose-colored picture 9; 
the future, some even venturing th, 
opinion that manufacture of receiy- 
ers will get under way before ti, 
war ends. 

Leaders in the field agree that 
one of the chief bugaboos to the 
advance of television will short) 
be ironed out—that of standardiza- 
tion of receivers—when the recent}, 
formed Radio Technical Planning 
Board, comprised of engineers from 
all representative branches of the 
industry, begins to function. 


e- 


AVIATION’S EDITOR Leslie 
Neville is rated one of America’s 
outstanding aeronautical authori- 
ties. Early distributor, joined Avi- 
ation in ’28. Constant promoter of 
the industry’s best interests through 
his clear, forthright analyses. 


MANAGING EDITOR SINCE 1928 Aviation’s Asso- NEWS EDITOR Herb 
Eugene Miller of Aviation, ciate Editor Jack Foster has Powell’s name first appeared 
flier and engineer, whose “De- been in aviation as pilot, on the masthead of Aviation 
sign Analysis of the Airacobra’’ mechanic, traffic agent, coun- in 1928. His background in 
was cited an outstanding story. sellor and journalist. 


aviation is invaluable. 


AVIATION NEWS EDITOR GEORGE PFEIL, publisher of 
Robert Wood is probably No. 1 Aviation, Air Transport and Avi- 
news analyst in the field. A long ation News, heads McGraw-Hill’s 
aero-journalistic background is long-range aeronautical publishing 
evident in his editorial direction of program. Air Transport and Avi- 
Aviation News’ sharp interpreta- ation News intensify the service 
tion of aviation developments. 


carried on by Aviation since 1916. 


WELL-KNOWN to air carriers is 
Editor Fowler (Sam) Barker of 
Air Transport, and his work in the 
advancement of air transportation 
as Sec’y. of the Air Transport 
Ass’n., heading legislative, operat- 
ing and maintenance programs. 


ASSISTANT EDITOR Ed VETERAN NEWSMAN- 
Thorp of Aviation is an au- DIPLOMAT Paul Wooton 
thority on aircraft engine main- heads McGraw-Hill's Wash- 
tenance. 7 years an instructor ington Bureau. Knows Gov- 
with Stewart Technical School. ernment’s many air activities. 


DETROIT EDITOR Chester WASHINGTON EDITOR WEST COAST EDITOR 


WEST COAST EDITOR Bill DAYTON EDITOR Alex Mc- 


Ricker, designer, engineer and Blaine Stubblefield. Since 1927 Scholer Bangs, recently topped Nelson, former aviation fea- Surely reports the news from 
funnels flight instructor, aviation pub- off 18 years of aviation writing ture writer, covers develop- AAF’s important air center. 


technical consultant, 


the aviation news from his im- _licist, consultant and journal- by winning a TWA award for 
ist. Knows his Washington. aviation journalism. 


portant area. 


growing industry. 


ments in the coast’s swiftest- 1943 TWA award-winner for 


top-flight aero-news writing. 
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advertising Age, November 8, 1943 


So far as television people are 

concerned, mass production of sets 
mmediately on cessation of hostili- 
vies is a foregone conclusion. Desk 
models at $50, with a “good” re- 
wiver for under $200, and others 
-ynning to $400 and up are looked- 
for prices. 
Color pictures are a certainty, but 
one advertising-wise television indi- 
vidual compared the cost of black- 
nd-white publication advertising 
with that of color, explaining that 
sets adapted for other than black- 
and-white reception would be pro- 
hibitive in cost. 

Television networks are here, the 
trade insists, with release of the 
necessary equipment the only bar to 
operation. Ralph R. Beal, research 
director Of RCA laboratories, says 
that radio relay stations will make 
relaying of television programs a 
relatively simple matter, not only 
linking television stations into na- 
tional networks, but opening up a 
new era in international communi- 
cations. Coaxial underground cables 
which will carry telecasts from sta- 
tion to station have already been 
laid in limited degree, while a sub- 
erranean maze of wires placed by 
the telephone company to carry 


Sears, Roebuck to Sell Television Sets 


New York, Nov. 4.—Sears, Roebuck & Co. will sponsor and distribute 
home television through its retail stores and catalogs after the war, 
William Rogers, art director, told ADVERTISING AGE this week. The 
work of designing popular price, efficient sets is being done now in 
conjunction with the resources of General Electric Company, he said. 
These sets will be built according to specifications and released exclu-- 
sively under the Sears name “Silvertone.” 

ADVERTISING AGE also learned that after the war Sears, Roebuck 
plans to advertise many of its 60,000 retail products by television. 


television to every nook and cranny 
of the nation is foreseen by some as 
another not too distant probability. 


Check Receiving End 


John T. Williams, television pro- 
gram manager of NBC, recently told 
some 40 members of the American 
Television Society that most of the 
13 advertisers who used WNBT 
before wartime shortages of man- 
power and equipment caused elimi- 
nation of live studio programs, are 
expected to be back when such pro- 
grams are again available. NBC is 
currently conducting a survey in- 
tended to determine how many tele- 


vision sets are receiving its pro- 
grams from WNBT. 

Queried as to what, if any, plans 
were being worked out on postwar 
television, Worthington Miner, CBS 
manager of television tersely re- 
plied, “We’re all up in the air 
about it.” 

However, Gilbert Seldes, head of 
the CBS television program depart- 
ment, foresees rapid postwar strides 
in television which will reach more 
cities than ever before. Television 
may come right after the war or 
it may take a year or two longer, 
said Mr. Seldes, but when it comes 
it will include color. The price of 


a good radio set will pay for a me- 
dium television set, he added. 

In August, 1940, CBS announced 
that its chief engineer of television 
had invented a practical, working 
system of color television. The in- 
dustry was incredulous, but Paul 
Raibourn, treasurer ‘of Paramount 
Pictures, and Gerald Cock, U. S. 
representative of BBC, after seeing 
it, termed it “astounding” and a 
“miracle.” By the spring of 1941 
CBS had made complete informa- 
tion on its color process available 
to the rest of the industry upon re- 
quest. Color experimentation was 
discontinued with the advent of war. 
CBS reported at the end of 1939 it 
was spending at the rate of $1,000,- 
000 a year on television and had not 
yet gone on the air. 


Suggests Program 


At that time, with the industry 
floundering around and FCC hold- 
ing the reins lest any manufacturer 
flood the market with receivers 
which would soon become obsolete, 
Paul Kesten, now CBS executive 
vice - president, suggested three 
likely courses of action open to 
American television: 

(1) Delay setting of standards and 


program broadcasting until it could 
be determined if flexible standards 
were not practical; 

(2) Fix standards for a number of 
years and allow broadcasters to pro- 
ceed with scheduled programs; 

(3) Go ahead and broadcast with- 
out setting standards, but warn 
the public ‘‘actively and frequently” 
of the risks involved. 

On the receiver side the most 
ambitious program to date was that 
of RCA, which began a big adver- 
tising campaign in March, 1940, 
with full pages in the New York 
Times and Herald Tribune, an- 
nouncing it had cut the price of its 
television receivers by about one- 
third in anticipation of volume sales 
so that “the average American fam- 
ily can well afford one.” 

At that time, the FCC clamped 
down on the promotion, holding that 
RCA’s marketing campaign was 
detrimental to the best interests of 
the industry and that there should 
be further improvement in the tech- 
nique and quality of television 
transmission before sets were widely 
sold to the public. David Sarnoff, 
president of RCA, expressed his 
amazement at the FCC action, 
asserting that his company had 


nautical publishing. 


Hill aviation publications. 


MANAGING EDITOR Scott 
Hershey of Aviation News. 
13-year A.P. newsman and 
former Information Mgr. of 
Acro. Chamber of Commerce. 


To serve effectively the highly special- 
ized information requirements of avia- 
tion men, it is necessary to have a 
large editorial staff. The editors of 
Aviation, Aviation News and Air Trans- 
port represent the largest staff in aero- 


Within this group are found specialized 
experience and knowledge of design, en- 
gineering, production, merchandising, fi- 
nance, transportation, legislation and the complete 
range of aviation’s many and diversified interests. 

225 years of aeronautical background is the sum of 
experience represented by the editors pictured on these 
pages. All but three devote their entire time to McGraw- 


TRANSPORT EDITOR Mer- 
lin Mickel of Aviation News, 
seasoned newsman and editor, 
reports today’s vital airline 
trends and developments. 


McGraw-Hill presents the 23 Editors 
of Aviation, Air Transport and Aviation News 


TO SERVE THE INCREASING INFORMATION NEEDS OF THE INDUSTRY 


the aviation editors. 


nautical progress they represent. 


COVERING WAR AGEN- 
CIES for Aviation News is 
able newswoman Mary Paul- 
ine Perry, with valuable OWI 
and AAF background. 


COPY EDITOR Jerome But- 
ler, 17 years with top news- 
papers in St. Louis, Chicago, 
New York, Paris, Washington. 
Ex-financial and city editor. 


Not pictured are the aeronautical con- 
sultants, nor the scores of correspondents 
located in all important centers through- 
out the U.S. and in foreign countries, 
who contribute regularly to the publica- 
tions. Nor can we picture the more than 
150 editors of McGraw-Hill business and 
technical publications — men of special- 
ized knowledge who are consulted by 


The editorial value of Aviation, the oldest American 
aeronautical magazine, is a matter of record. On the 
basis of editorial values, Aviation News and Air Trans- 
port have been welcomed by the industry for the sub- 
stantial and forward-looking contributions to aero- 


AVIATION «+ AIR TRANSPORT ~ AVIATION NEWS 


McGraw-Hill Publishing Co., Inc., 330 West 42nd St., New York 18, N. Y. 
EDITORIAL OFFICES IN SAN FRANCISCO, LOS ANGELES, CHICAGO, DETROIT, DAYTON, WASHINGTON, NEW YORK 


EDITORIAL ASSISTANT is 
no new post for experienced 
journalist Barbara Frederick of 
Aviation News, one-time Edi- 
tor of AWVS Bulletin. 


FINANCIAL EDITOR Ray 
Hoadley, 17 years in report- 
ing and interpreting the finan- 
cial news and trends of avia- 
tion for leading news media. 


ASSOC. EDITOR Oscar Leid- 
ing of Air Transport, 15 yrs. 
in aero-writing. As A.P. Avia- 
tion Ed., observed Europe's 
air preparation for war. 


TECHNICAL & SCIENCE 
EDITOR Geo, Herrick of Air 
Transport. His work has ap 
peared in 60 publications in 
25 yrs. of technical journalism. 


ASSISTANT EDITOR Jos. 
Riseley of Air Transport. 
Broad background as manag- 
ing editor, aviation writer and 
aviation radio specialist. 


ASSISTANT EDITOR Paul- 
ine Fortune, skilled writer, 
maps ever-increasing 
tance of women in air trans- 
port, as workers, as passengers 


impor- 


spent nearly $10,000,000 in develop- 
ing television and in trying to cre- 
ate a new art and industry. Never- 
theless, set promotion was halted. 


See Huge Potential 


Today, along with General Elec- 
tric, RCA is doing outstanding re- 
search on television, and while at 
present any practical results are 
confined to the military, RCA engi- 
neers and electronics experts will 
assume an important role in post- 
war television along with the end 
results of their research. 

In the preface to Richard Hub- 
bell’s book, “4,000 Years of Televi- 
sion,” FCC chairman James Law- 
rence Fly says: 

“Demobilization day will find 
television a fully explored but 
wholly unexploited field. I think it 
quite likely that during the postwar 
period television will be one of the 
first industries arising to serve as 
a cushion against unemployment 
and depression. There is no reason 
now apparent why we should not 
aim at a 50,000,000-set television 
industry mirroring the present 50,- 
000,000-set standard broadcasting 
industry.” 


War Hastens Research 


William S. Paley, president of 
CBS, said recently: 

“Television—and I include in that 
term its engineers, its apparatus, its 
electronics, in fact, its whole tech- 
nical structure—has entered a swift 
but secret phase of extraordinary 
| development. Thousands of elec- 
| tronic engineers are working night 
and day to apply the techniques of 
Pryor — to critical new problems 


of modern warfare. 

“It is my personal belief that 
wartime development will revolu- 
tionize our peacetime television pic- 
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CITY nas; 


A 
A Winning Team! 


There's not one, not two, but eleven cities 
in the Tri-Cities zone located as 
closely together as the boroughs of greater 
New York City. And WHBF is the favorite 


local medium covering the entire Tri-Cities 
population of 211,000! 

When you think of Rock Island, Moline or 
Davenport, picture the TRICITIES! .. . 
not one, not two, not three, bat ELEVEN 
contiguous cities! 60% in Illinois! Let 
WHBF tell you the story, meanwhile drive 
your product home with the result-getting 


“salesman” 


WHBF 


5000 WATTS 1270 KC 
BASIC MUTUAL NETWORK 
Affiliate: Rock Island ARGUS 


Howard H. Wilson Co., Nat. Representatives 
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tures. That is the opinion of our 
entire staff of laboratory engineers.” 


Agencies Maintain Watch 


Advertisers who expect to pay the 
country’s television operating ex- 
penses once the method proves itself 
are understandably somewhat less 
certain of its immediate emergence 
as an important medium. They 
point out that television has been 
in the experimental stage for more 
than a decade, and that it still has 
a long way to go before it takes its 
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Wood PRooucTs 


431 S. Dearborn St., Chicago, i, 


place, as a practical commercial 
medium, alongside radio and the 
printed word, even though it is ad- 
mitted that the experiments induced 
by wartime necessity may have 
pushed it along greatly. 

Nevertheless, advertisers and par- 
ticularly advertising agencies, many 
of whom still remember how the 
advent of commercial radio caught 
them flat-footed, are giving more 
and more thought to the subject, 
and are doing everything they can 
to keep abreast of developments 
and to operate experimentally so as 
to have a working knowledge of 
techniques when and if the time 
comes for the application of that 
knowledge. 

Activities and opinions of some 
of the leading agencies queried by 
ADVERTISING AGE on this subject will 
be presented in an article to appear 
in these pages next week. 


To ‘Wall Street Journal’ 


The Wall Street Journal, New 
York, has added Joseph F. Quinn, 
formerly associated with Printers’ 
Ink, and for the past 13 months 
with the Army air forces, to its 
national advertising staff and Wil- 
liam J. Walker to the financial 
advertising staff. Mr. Walker was 
previously regional director of sales 
for Commodity Distributors. 


Sloan Joins Ideal 


John F. Sloan, formerly with 
Macfadden Publications and Von 
Hoffman Corporation, New York, 
recently given an honorable dis- 
charge from the Army signal corps 
because of an injury suffered in 
training, has joined the advertising 
staff of Ideal Publishing Corpora- 
tion, New York, publisher of the 
Ideal Women’s Group. 


Huge Postwar Role 
for Advertising 
Seen by Hirose 


New York, Nov. 3.—If the gov- 
ernment after the war will permit 
operation of the same forces of 
freedom and ambition that built 
America there will be an unprece- 
dented market for advertising and 
printed promotion, Arthur P. Hirose, 
director of market research and 
promotion, McCall’s, told members 
of the New York Employing Print- 
ers’ Association here this week. 

Speaking in connection with the 
association’s ninth annual exhibi- 
tion of printing, Mr. Hirose depicted 
advertising and promotion as the 
“potent force” that can sell more 
goods and services to more people 
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*Today the gross farm income from Poultry and 
Eggs exceeds Two Billion Dollars a year. 


1st Poultry 
TRIBUNE 


To cover the most responsive 
section of the Farm Market 


ont nl da SOS 3. S88 
POULTRY TRIBUNE Mount Morris, Ill. 


AMERICA’S LEADING POULTRY 


500,000 ABC Circulation. Member Agricultural Publishers’ Assn. 
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FARM MAGAZINE 


Poultry Tribune is the only Poultry Maga- 
zine which owns and operates its own 
experimental farm, 
daily contact with 2,500 birds, gain first- 
hand information about 
Poultry problems. 

That's one reason why 
Poultry Tribune is prefer- 
red by progressive farm- 
ers who raise Poultry. 
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Advertising Age, November 8. 1943 


| at a lower cost. It stands ready 4, 
take the story of new postwar prog. 
ucts to the trade and consum, 


es : um “TS 
Advertising and printed Promotig. 
will be needed in greatly expandeg 


volume to assist new retailers and 
wholesalers who will start opera. 
tions after the war, he said. 

“Markets are really people. not 
places,” he said. “There wil] j, 
possible a greater uniformity in 
appeals, because the war has per. 
mitted millions of consumers to py, 
and get acquainted with goods and 
services they were never able to 
afford before the war,” he added 

Discussing the effect of great), 
improved communications ang 
travel, Mr. Hirose mentioned the 
possibility that national advertising 
and national brands might be sy. 
ceeded by international advertising 
and international brands, originatip, 
in the United States, which has beer, 
the foremost exponent of advertis. 
ing and the graphic arts. 

Howard Korman, manager of 
merchandising and sales promotion 
McCann-Erickson, and president of 
the Direct Mail Advertising Asso. 
ciation, outlined the wartime 
achievements of advertising ang 
printed promotion. 


Bradt on West Coast 


Roy Bradt, formerly promotion 
manager on the Phoenix Republic 
and Gazette, has been named pro- 
motion manager of the San Fran- 
cisco office of the Bureau of Adver- 
tising. 
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erful Advertising Medium 
offers you over 


Greater than the home-delivered 
circulation of all Chicago Dailies 
combined! 


SAVE NEARLY 
25% 


on this 92-paper 
combination rate 


See our regular listing in 

Standard Rate & Data un- 

der Special Newspaper 
Advertising Services. 


CHICAGO SELECT 
NEWSPAPER GROUP 


Eugene R. Flitcraft, Mgr. Dir. 
64 E. Lake St., Chicago |, !!!. 
Phone ANDover 331! 
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Never Underestimate the Power of a Woman! 


Nor the Power of the Magazine Women believe in! 


¢ Oft-repeated sentiment —there’s nothing like the feminine touch. 
For instance, it has given this magazine the largest audited circulation 


oe JOURNAL 


LARGEST AUDITED CIRCULATION OF ANY MAGAZINE 


in the world. 


ies 4 
\ 
: \ \ 
Wien | 
\ \ \ . ." ae 
' ‘ 
; he == fl 
| | ; WA \S a. 
| \ Vauvanaweny \ a 
| | | | | Me 7, Alf SSSA 4 eS 
7 | | | | | | a ns \ ma’) gB 7 
= | ee, a | \ 
aa, Ne ~ ; 
= 7 \ . * 
| ‘ Xe —- | e , 
J y aes i 
Ong S ; _ 
if R 
ECT | \ x x | \ . . | ; 
| \ \ i % . 
ROUP ew a . : 
si P aRee , cs SW : | : 
() “ . at my ‘ Fy g ; \ . 
he am S\N a a ‘ 
N \ (2! \ | 
hin ' X\ U) : 
¥ — | a 
rea 
c bis 
‘ing in 7 he 
paper di 
ces. = 
ain 
oad ee = 
ROUP a . 
if os 
NMR a, Oe he eae ee ee ee Oe ae eee Re 


BBB Warns of Vitamin 
Claims That Are Too Good 


To the Editor: We read with 
interest the article on Page 36 of 
the Oct. 25, 1943, ADVERTISING AGE 
entitled, “Vitamin Sales Soar; Pro- 
motion is Stepped Up.” Indeed it is 
true that those interested in main- 
taining publie confidence in adver- 
tising generally should be concerned 
with the “fabulous claims” made by 
a few vitamin advertisers. 

You may recall the statement 
quoted by your publication in its 
issue of May 20 and made by Fred 
J. Stock, chief of the drugs and 
cosmetics section of the War Pro- 
duction Board’s Chemical Division, 
wherein he stated, “I might say that 
some of the phrases used in the pro- 
motion of vitamin products do not 
put us in a position to defend the 
essentialities of vitamins in phar- 
maceutical products.” 

Alarm and concern are becoming 
more widespread among those in a 
position to know the facts and 
interested in preserving the integ- 
rity of the advertising message and 
who wish to avert placing ammuni- 
tion in the hands of attackers of 
advertising in general. 

As a possible followup of your 
last week’s report, and for what it 
may be worth, the enclosed is a 
copy of a bulletin published by this 
Bureau a few months ago which has 
received widespread approval and 
distribution. 

FRED HAUCK, 

Assistant Manager, Better Busi- 

ness Bureau, Columbus, O. 

[Editor’s Note: Excerpts from 
the Columbus Better Business Bu- 
reau’s bulletin on vitamins follow: 

“Vitamins—whether concentrates 
or isolated from natural sources— 
are not food—nor even substitutes 
for food. They are catalytic or 
accelerating agents which aid in 
assimilating foods into the human 
body. A vitamin is the spark which 
sets off the powder: food. But if 
the particular food (the powder) 
is not present in the body, the vita- 
min is generally wasted; likewise, if 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


the needed vitamin is absent the 
particular food is difficult to assimi- 
late. For example, vitamin D be- 
comes of value only when an ade- 
quate supply of calcium and 
phosphorous is also present. 

“Proper benefit from vitamins can 
be derived only by knowing how 
and when to use them. For this 
all-important reason, the average 
layman is advised not to try to 
obtain their benefits except under 
expert guidance. 

“Vitamins are not cure-alls nor 
do they provide energy, calories or 
body building materials. Their func- 
tion is to regulate the utilization by 
the body of various food elements 
and no amount of vitamins is help- 
ful without the essential foods. 
Thus vitamins are but a part of the 
larger picture of nutrition. This is 
why authorities on the subject place 
greater stress on diet, emphasizing 
the need for eating the right foods 
in the right amounts. If a healthy 
person were to do so he would not 
have to be concerned with vitamins 
as they are in those foods in suffi- 
cient quantities for the normal need. 

“Experts declare that the average 
person who has been on a properly 
balanced diet has no business taking 
vitamin concentrates. They say 
commercial vitamins have no place 
in the diet of normal individuals 
properly nourished and that syn- 
thetic preparations are used by 
physicians merely as a temporary 
measure to get the human body 
back on its proper vitamin balance; 
when that norm is reached, there- 
after a balanced diet is all that is 
needed... 

“Vitamin pills and capsules have 
created a business exceeding $100,- 
000,000 yearly. No doubt a large 
part of this boom and the wide pop- 
ular interest can be credited to 
advertising promotion. But it is 
charged some advertisers are mis- 
informing the public. 

“The public should not be misled 
by claims made on behalf of some 
vitamin synthetics, as presently 
constituted, that the product will 
help restore lost pep, bring one 
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The South Bend Tribune — total circu- 


lation 80,000 — is the only 
in St. Joseph County. 


The Tribune is the only daily paper in 
South Bend and Mishawaka — rated by 
the A.B.C. as a single city zone. 


INDIANA. 


daily paper 


The circulation of The Tribune in South Bend and 
Mishawaka is 43,521 or 12] percent coverage of the 
homes in the two cities. Thus coverage is complete plus 


in this inviting home marke 


in 1942 was $147,970,000. 


t where the buying power 


The circulation of The Tribune in all St. —_ County 


is 51,556. The effective buying power in 


was $178,148,000 for 1942. 


1e county 


The money going out to workers in this important 
war production area is increasing every pay day. There 
is only one way to reach this rich market effectively 
and that is by using The Tribune with its concentrated 


cove rage. 


The Tribune's circulation is the largest in Northern 
Indiana and Southern Michigan, the largest between 


Indianapolis and Grand Rapids. 


STORY, BROOKS & FINLEY, INC. National Representatives 


‘The Soulh Bend Tribune’ 


‘back to life’ or remedy conditions 
of being tired, low in resistance, 
nervous and _ irritable — especially 
when it is inferred that prepared 
vitamins alone are the _ solution. 
Nor should reliance be placed on 
suggestions to supplement your war 
rations with such pills and capsules 
if the implication is that they can 
actually take the place of foods. 

“Summarizing, (1) vitamins are 
not food and should not be taken 
as substitutes therefor; (2) employ- 
ers are advised not to indiscrimi- 
nately dose employes without pre- 
liminary scientific studies; (3) indi- 
viduals should place concern on 
obtaining the right foods and leave 
it to authorities to see that those 
foods be fortified where necessary. 
In cases of actual deficiency, per- 
sons are advised to consult a com- 
petent physician.” ] 
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‘Torontonians’ It Is! 


To the Editor: When next you 
come to visit Toronto you’d better 
be prepared to explain the first item 
under “Ad-libbing,” Oct. 25 issue. 

Although other cities in Canada 
are sometimes disrespectful to To- 
ronto and call us out of our name, 
we can’t let you get away with it! 
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Plans-on-paper for the material of war 

key the magazine and business paper 

series for Hamilton papers, with each 

advertisement headed “Victory Begins 
on Paper.” 


The proper name for residents of 
Toronto is Torontonians (see Web- 
ster’s dictionary) and not Toron- 
toans. 

That is a term J. J. Carrick him- 
self might create, because no one 
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knows what he’ll say or d 

much less himself! J a 
PRATT Kuun 

Advertising Director, Winnipe 

Newspaper Union, Toronto, Ont 


vwy 
Paper Series Emphasizes 
Planning Stage 

To the Editor: In its current 
series of two-color magazine and 
trade paper advertisements, our 
client, W. C. Hamilton @& Sons 
maker of Hamilton papers, believe. 
it has hit upon a new and interest. 
ing tie-up with the war effort that 
is refreshingly out of the rut of 
current war theme advertising. 

Starting with the premise, sup- 
ported by consumer surveys, that 
war is the No. 1 attention-gette; 
Hamilton conceived the idea tha} 
the public would be vitally inter. 
ested in factual close-up reproduc. 
tions of ordnance rather than jp 
general battle scenes that simply 
show a confusion of bursting bombs 
burning planes, and sinking ships, ’ 

This proved to be a “natural” for 
Hamilton; for every piece of ord. 
nance in the service begins first as 
an idea or sketch on paper, To 
develop the idea, Charles P. Gray 
of West Chester, Pa., was commis. 
sioned by this agency to make a 
series of engineer-like scratchboard 
drawings of such interesting pieces 
of ordnance as the Bazooka, the 155 
mm. Howitzer, and the Thompson 
sub-machine gun. These drawings 
are used as the principal illustra. 
tion, superimposed on a secondary 


4 Fr > ir ee : * i! a at & yi 3 hoe she ass x te = ‘ <a : jas aM Rak 
ee 3 ~ oe a = = —— ro 
Me : 22 
: ee . ee eee ee ee 
e. . | 
eal eS 
| oe | 
‘ oe 
| % *3 ree 
%,. 
| | 
| 
| 
| | 
— 
| | | 
a 
| Py 
| FRPP EE oe | 
| a | 
. ee 
| eee 
oa 
—_——— eee eee A a 
a \ 
aa %, 
| ee | 2 
pee Fg 
: a ML Le 
| SK. Ae 
po LOE i : 
4 7 yy i , “a 
. a. ne te en oo 
- \ eter wa 
| x oa fs 4 * ‘ 
A , 
ee e g 
Ma ‘ . 
ad Me 
. BB we ‘f iY : : ye 
sca <= ae ai ji 
Ais . al r apy, 
i . ge oa : | a *'y be, 
m4 re f > 4 Y, “ a r 
Pe | an, » ; 4 
“es rf ‘ as op rm i, thal, 
@ Fe neg Hie. genta 4 
yar als = a Pt : — sas pe 
“ql ee a oe « cele 
4 +e Eee ae ee 
ee LE sayy lls 
- [ ’ 
FY 
= 
ca a 
+e 
et ‘ 
a Sis a ee a : ° 
a ries - a ic ee ; io - oo ? P ae : : vagle ‘ pare ; Ly Z : ; 3 é 
a ; ‘ im” a. 4 ‘ os aT *, tw . 2 be 5 ae. i a - thy Ree 7 a ON Oe eee SS en = 7S ake Va Ss 


lg pieces 
, the 155 
hompson 
drawings 
illustra. 
econdary 
ee) 


advertising Age, November 8, 1943 


wjystration, in wash, reproduced in 
‘Hamilton blue,” showing the par- 
oylar piece of ordnance in actual 


use. 


Gray & ROGERS, 
Philadelphia. 
a ee 


‘Hear! Hear!’ on 
Ready-to-Hear Aids 


To the Editor: We of the group 
who manufacture “precise compen- 
tion” hearing aids cannot help but 
~,y “Hear! Hear!” to your editorial 
jote of this week regarding less 
sriced over-the-counter hearing 
sids. We believe, with you, that the 
»yblic will be more interested in 
“ready to hear” than in “ready to 
wear. 

‘ Joun H. HAMMOND, 
Advertising Manager, Aurex 
Corporation, Chicago. 

7°? YF 


Suggests Service as 


Acceptability Measure 

To the Editor: You might be 
interested in seeing a copy of a 
letter we have written to the pub- 
jshers of 25 of the leading farm 
oublications. Several of these let- 
ters went out last week, and they 
have already stirred up a lot of 
discussion within the farm paper 
feld. One or two publications have 
gready modified their rationing 
policies in line with our suggestion 
of using service to agriculture as 
the yardstick for acceptability. 


With further paper cuts in pros- 


pect, we presume you are giving 
much thought to’ the unpleasant 
subject of space rationing policy. 
Please permit us to “toss into the 
hopper” the viewpoint of a small 
agency, serving only 35 agricultural 
accounts. 

We do not consider the rationing 
policies already announced by cer- 
tain “national” farm publications to 
be based on sound reasoning. Using 
last year’s comparable month as the 
yardstick for acceptability defi- 
nitely overlooks the factor of serv- 
ice rendered to the farmer, and is 
unfair to advertisers of farm goods 
and services. 

The editorial policy of all farm 
papers is fundamentally based on 
service to their subscribers. Why 
should not their advertising policy 
be guided by the same motive? 

It seems to us that advertisers of 
legitimate farm equipment and 
services should have first call on 
available farm paper space, This 
applies not only to “last year” ad- 
vertisers, but also to former adver- 
tisers who were inactive last year 
due to WPB limitations, war work, 
etc.—yes, even to entirely new 
advertisers who have a worth while 
product or service to offer for the 
better operation of farming. 

In rationing space under such a 
policy, the axe would fall first on 
the tax-avoiding “fair weather” 
advertising now filling the pages of 
farm papers—non-essential adver- 
tising of questionable service to the 
farmer. We include in this cate- 


gory the advertising of raiiway and | 


utility associations, institutional ads 
of large national corporations whose 
interest in the farm market is only 
incidental, automobiles and other 
consumer items now out of produc- 
tion, cigarets and many food prod- 
ucts. 

Of course we realize it takes con- 
siderable “intestinal fortitude” to 
turn down this “gravy” business, 
especially as most of it originates 
in metropolitan agencies. 

But—it seems to us that the farm 
publisher who places service to 
agriculture ahead of immediate 
monetary considerations in formu- 
lating his space rationing policy will 
profit best in the long run. 

Our suggestions are offered in a 
friendly, cooperative spirit, and we 
hope you won’t consider them im- 
pertinent. 

J. J. KEITH, 

Mace Advertising Agency, 

Peoria, Ill. 
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A Vote for the Diary 
in Book Form 


To the Editor: The Ad Man’s 
farm quips almost push me out of 
advertising into’ the alfalfa. What 
with hay fever and horse fever 
(which is hay fever caused by 
horses), I fear farms are only for 
me to look at and paint as a hobby. 
Nevertheless, I get a kick hearing 
about the fun and dollars he gets 
from being both metropolitan and 


hick (or is it urban?) at the same 
time. More power to him! 

Is it true that Samuel Pepys will 
soon have nothing on him? That 
he, too, will have the “Diary” in 
book form? 

I hope so! 

MARK BOoDELL, 

Assistant to the President, Club 

Aluminum Products Company, 

Chicago. 


‘Popular Science’ 
Adds Color Pages 


New York, Nov. 2.—Popular Sci- 
ence will appear with added pages 
for color in the 1944 editions, made 
possible by a new rotogravure form 
which will be included in the maga- 
zine. 

Printed by W. F. Hall Printing 
Company, Chicago, the rotogravure 
pages, on 25-pound stock, will ap- 
pear in the January issue for the 
first time. The addition of this 
section is purely for editorial de- 
partment use and will include a 
varying number of four-color pages 
in each issue. According to Stephen 
Glennen, advertising manager of 
Popular Science, the addition of 
these pages will not increase the 
amount of space available for ad- 
vertisements. 

The approximate number of pages 
to be included in the new section 
is 24, although the number may 
vary from 16 to more than 24 in 
any issue. 


—_—_ 


HAT last powerful stroke of a gleaming axe enlists another 


recruit sadly needed by the nation. Sadly needed, because 


shortages of cutting crews now seriously restrict the production of 


pulp and paper required for explosives, for packaging food and 


supplies, blood plasma and medicines, and for countless other 


essentials. Government lists pulpwood as a most critical material 


of war, and with the aid of paper industry and press, is seeking 


men to get more timber into the service of America. 


. 
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so THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 
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and Tablet Writing ... 
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Drackett Realigns 
Executive Staff, 
Adds R. H. Boyer 


Cincinnati, Nov. 8.— Executive 
changes designed to accelerate and 
streamline its postwar planning and 
to meet the increasing executive 
demands of a currently expanded 
program have 
been made by 
the Drackett 
Company, manu- 
facturer of na- 
tionally distrib- 
uted and adver- 
tised products, 
including Drano 
and Windex. 

A. H. Boylan, 
who joined the 
company in 1926 
as a_ salesman, 
becoming assist- 
ant sales man- 
A. H. Boylan ager a year later 
and subsequently becoming adver- 
tising director, has been promoted 
to vice-president of advertising and 
marketing research. 

Robert H. Boyer, formerly direc- 
tor of soybean research for Henry 
Ford, has joined the Drackétt Com- 
pany as director of scientific re- 
search. H. R. Drackett, president, 
announced that Mr. Boyer has 
brought with him a major part of 
the laboratory and plant equipment 
that he and his staff developed in 
the Ford headquarters at Dearborn. 
Roger Drackett, formerly assist- 
ant to the president, has been 
named executive vice - president, 
while executive personnel changes 
in the Drackett Products Company, 
subsidiary sales company, include 
A. C. Shattuck Jr., as president, 
and R. B. Alspaugh as vice-presi- 
dent of the soybean division in 
addition to directing sales of soy- 
bean meal and oil and assuming 
direction of soybean procurement. 
H. R. Drackett will assume the post 
of chairman of the board of the 
Drackett subsidiary. 

Batten, Barton, Durstine & Osborn 
handles the account. 


Appoints Fizdale 
Encyclopaedia Britannica has re- 
tained Tom Fizdale, New York, to 
handle its publicity. 


Re 
How can 


RADIO 


help set 


the pattern 


for better 


postwar 


couditions? 


See Pages 10 and 11 
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Two Name Gé&éF 

Garfield & Guild, San Francisco, 
has been appointed to handle the 
advertising of Industrial and Com- 
mercial Electronics, Belmont, Cal., 
and the Wholesale Liquor Distribu- 
tors Association of Northern Cali- 
fornia. An extensive 1944 campaign 
in industrial publications is being 
planned for the electronics concern 
and distributors’ association will use 
a series of full pages in business 
papers. 


of management mon 
for business news in the 
nation's greatest industrial 

crea... the Central West 


Western Cartridge 
Series Describes 
lts Huge War Job 


Placing Color Pages 
in Large List 
of Publications 


(Picture on Page 55) 

East Alton, Ill., Nov. 2.— The 
Western Cartridge Company, which 
with its numerous rifle, bullet, shell 
and powder making divisions and 
affiliates is handling hundreds of 
millions of dollars worth of orders 
for the armed forces, is using na- 
tional advertising for the first time 
to tell its contribution to the win- 
ning of the war. 

A series of three full-color pages 
prepared by D’Arcy Advertising 
Company, St. Louis, is appearing in 
Fortune, Life and The Saturday 
Evening Post, in 10 leading outdoor 


magazines, and in a list of service 
men’s and juvenile publications. 
Western Cartridge has used adver- 
tising in the past, but in the pres- 
ent series the several signatures 
reveal the size of this American 
industry which has gone to war. 
They include those of the Winches- 
ter Repeating Arms Company Divi- 
sion, New Haven; the subsidiary 
United States Cartridge Company, 
St. Louis; the Bond Electric Divi- 
sion, New Haven; the Olin Corpora- 
tion; and “other divisions and affili- 
ates.” 

The United States Cartridge Com- 
pany operates the huge St. Louis 
Ordnance Plant where .30 and .50 
caliber ammunition is being made. 
The Olin Corporation includes the 
Aluminum Division, with an alumi- 
num reduction plant at Tacoma, 
operated for the Defense Plant Cor- 
poration. 


Were “Silent Partners” 


A fully-integrated organization 
with sufficient previous experience 
to certify the quality of the arms 
and ammunition it was making, 
Western and its associated firms 
shifted into war production with a 
minimum of delay. However, they 
continued to be “silent partners” in 


the job of producing for war until 
the present advertising campaign 
which is designed to maintain the 
companies’ public good will for the 
duration. 

The first full-page color adver- 
tisement had as its title, “Wherever 
America Fights, Western is Fight- 
ing, Too.” Text revealed that, with 
more than 50,000 “production sol- 
diers,” Western and its associated 
companies are turning out “torrents 
of retribution” for the Axis. It also 
set out that the ability of the com- 
panies’ experts, with their years of 
research and experience, was able 
to assist the government in the 
monumental production task needed 
for war. 

The main illustration showed 
three attacking U. S. soldiers, armed 
with Winchester carbines, as well 
as Garands. Highlights of the com- 
panies’ production were set out in 
illustrated blocks. 


Tell of Varied Production 


These told of the manufacture of 
ammunition by the billions of 
rounds; the origination at the Win- 
chester plant of the carbine now 
being produced by the thousands 
for the Ordnance Department as the 
U. S. carbine, caliber .30, M-1; the 
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We vividly remember what Mary 
Hastings Bradley once said about 
herself: “I don’t want to fit life 
into any category—it is a grand 
adventure. I only wish I were trip- 


lets with three consecutive lives!” 


Ox: reason that I like to write for Cosmopolitan 
is that I like to read Cosmopolitan—there I find 
Louis Bromfield and Somerset Maugham and James 
Hilton and a goodly company I crave to read, whom 
I am happy to be with. And another reason is that 
Cosmopolitan lives up to its name so truly. 


Its authors are free to bring to it whatever their 
experience has found significant, the strange things 
and the intimate human things, all the variety that 


Guid Wining make.Gea Reading / 


If the 5,000,000 men and women who read Cosmopolitan are not today’s best 
customers, and tomorrow's best prospects, who are? 


They want the best. They are Americans with the spending temperament, 
and the wherewithal to satisfy their wants. Today's best customers! Tomor- 
row’s best prospects! 

The most profitable background for the effective advertising of branded 
merchandise is the emotional power of the great writing that makes great 
reading. Those who know this best are giving Cosmopolitan the position of 
prominence on their present programs—and in their post-war planning. 


= by 


is life. I have written for it stories of business girls, 
of adventure in Africa, of planters in the Dutch 
East Indies, of a lost lady in the Riviera, of a couple 
fighting the depression on a Wisconsin farm, of a 
distraught wife in Chicago, of a young girl in the 


WAC, 


I feel its pages are open to whatever is true and 
sound in experience, that it wants the best, and as a 
writer I try to give my best, glad of the freedom of 
expression. And as a reader I am glad to receive 
through Cosmopolitan the best that other writers 


produce. 


Write for 


Cosmopolitan 


Mary Hastings Bradley 
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thousand-fold production of Gara 
rifles; the companies’ activitic. | 
the metals fields, pointing out 4 
they are leading producers of ¢., 
tridge brass for their own and oth, 
plants; the loading of 20 mm. ani 
aircraft shells; the manufacture | 
tetryl, the explosive charge jp 4 
shells, by an improved, Weste,, 
developed process; and how wy, 
chester shotguns and Western shot 
shells, target-throwing equipme, 
and clay targets are being useg , 
train aerial gunners. 

Thousands of flashlights and pay 
teries, bearing the Winchester 2, 
Bond trademarks, are being useq ; 
war plants, the copy said. 

The second advertisement, tit), 
“Brains Had to Be Rationed, To, 
elaborates on the briefly-touche 
upon angle of the first advertise 
ment which told of the experien 
possessed by Western’s exper 
Copy states that Washington soug, 
the services of the trained personna 
of Western and its subsidiaries ; 
break the bottleneck in ammunitiog 
production. 

The third advertisement of th 
series shows two veterans of th 
last war asserting, “Our boys ar 
better protected and carry mor 
punch than we did.” The displg 
declares the fast-firing Wincheste 
carbine and the Garand rifle, many 
factured by Western’s Wincheste; 
division, are two reasons why U. 
casualties will be held to a mini. 
mum. 


Local Copy Also Used 


The national program is aug. 
mented by a series of local adver. 
tisements published about once ; 
month in St. Louis newspapers an 
those in the East Alton area (AA 
Sept. 13). 

St. Louis advertisements hav 
concentrated on production facts o 
the United States Cartridge Com. 
pany operating the St. Louis Ord. 
nance Plant, which alone is turnin 
out more cartridges than all com 
panies of this type did at the en 
of World War I. The East Alto: 
area copy is signed only by Westen 
and brings home to people in th 
territory the value and importanc 
of the job the company is doing 
Some of them relate stories o 
employes in the service who asser 
their confidence when they se 
boxes of the Western ammunitio: 
at the battlefronts. Others ar 
direct appeals to the workers t 
stay on the job and produce thei 
best for the men who are fightin; 

Percy Orthwein is the executiv 
handling the Western Cartridg 


account for D’Arcy. 


Sparks-Withington 
Buys Litchfield Plant 
Sparks - Withington Compan) 
Jackson, Mich., manufacturer ¢ 
automotive and radio equipmen 
has bought the Litchfield Mfg. Com 
pany, Waterloo, Ia., from Rat 
Packing Company, which purchase 
the Litchfield property in 1939. 
The Litchfield plant will continu 
to manufacture farm implement 
and war materials under preset! 
contracts, with E. A. Jochumsen re 
maining as general manager. 


Joins Southern Dail 
Hermine Jackel, formerly in th 
promotion department of the Net 
York Herald Tribune, has joine 
the advertising staff of the Herald 
Journal, Spartanburg, S. C. 


EXCELLENT 
OPPORTUNITY 
FOR 
COMMERCIAL 
ARTIST 


Nationally known 4A’s ad- 
vertising agency will en- 


gage experienced and com- 
petent layout man for its 
Detroit headquarters. 


Chance to become an art 
director. Versatile ac- 
counts—automobile, house- 
hold appliances, beverages. 
marine. Work is permanent 
as post-war volume will be 
very substantial. Desirable 
working conditions in 
pleasant surroundings. Give 
full details of experience. 
age, draft status, salary re- 
quirements, etc. Address 
Box 4413, Advertising Age. 
100 E. Ohio St., Chicago. 
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Here are some of the leading national ad- 
vertisers represented in the first few issues 
of the new PATHFINDER. In addition, 
many others have already contracted for 
space in 1944; 


GENERAL MOTORS 
AVIATION CORPORATION 
STUDEBAKER 
ELECTRIC AUTO-LITE 
GENERAL ELECTRIC 
PRINCE ALBERT TOBACCO 
CONSOLIDATED VULTEE AIRCRAFT 
QUAKER OATS 
CELOTEX 
PERFECTION STOVE 
GOODYEAR TIRES 
FIRESTONE TIRES 
OVALTINE 
AMERICAN CYANAMID CO. 
REPUBLIC STEEL CORP. 
CHURCH & DWIGHT 
PENNSYLVANIA RAILROAD 
KELLOGG'S ALL-BRAN 


ADVERTISING OFFICES: 


“seen the new Pathfinder?...” 


‘ 


400,000 subscribers sat up and took notice when PATHFINDER reached 
them October 18th. It was the first issue of the recreated PATHFINDER, 


with more pages and pictures, more editorial scope, more advertisements. 


And since then every mail has brought a flood of letters and cards telling us 
of readers’ enthusiasm. From towns and small cities throughout the country 
comes the same cordial welcome—‘Congratulations on the tremendous 
improvement!””—“Superb!”—“It’s a wow!’’—“Splendid that the big ad- 
vertisers have discovered our favorite magazine!””—“Excellent!”—*Scrump- 
tious!”—“Off to a glorious start!” 


PATHFINDER, America’s oldest news weekly, has been published for 
fifty years for the people who live in towns and small cities. It will go on 
aiming exclusively at that one huge part of the population, the least ade- 
quately covered from the advertisers’ standpoint. Now that the FARM 
JOURNAL has acquired operating control, PATHFINDER, enlivened and 
rendering a far broader editorial service, will realize its full possibilities in 
its chosen field. 


Sixty out of every hundred of all Americans live in towns and small 
cities. They do their shopping on Main Street where more than half of all 
retail stores are located. PATHFINDER is the one periodical read one hun- 
dred per cent in the richest potential and, until now, most neglected market 


in the country. With its present low advertising rate of $800 per page, 
PATHFINDER is a splendid advertising investment. 


PATHFINDER 


News Weekly from the Nation’s Capital 


PATHFINDER BLDG. WASHINGTON, D.C. 


Philadelphia. . . . . . 230 West Washington Square 
Washington, D. C. . Pathfinder Bldg., 2414 Douglas St. 
New York .... . . Room 2013, Graybar Building 
Chicago . . . . . Room 2101, 180 N. Michigan Ave. 
Detroit . . . . Room 5-267, General Motors Building | GRAHAM FATTERSON, Publisher 
Seattle . . . . . W. F. Coleman, 1037 Henry Building 
San Francisco . . W. F. Coleman, 300 Montgomery St. 
Los Angeles . . . . W. F. Coleman, 530 W. Sixth St. 
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PLANT OPERATING MEN 
KNOW THE DIFFERENCE 


More real, significant industrial news items ap- 
pear in Industrial Equipment News than in any 
other publication. That’s the big difference and 
52,000 plant operating men recognize it. 
Advertisers benefit by the plant operating man’s 
knowledge that only Industrial Equipment News 
gives them so many real, usable news items, 
Product information is more VITAL now than 
ever! 


% . 
Lidustrial 
Equipment 


N. WS 


THOMAS PUBLISHING COMPANY e 461 EIGHTH AVE., NEW YORK 1, NEW YORK 


J. E. Sampson 
Wins High ACA 
Service Award 


Poster Art Cited; 
Eight Other Awards 
Made at Parley 


Toronto, Nov. 2.—The gold medal 
of the Association of Canadian Ad- 
vertisers, awarded for the year’s 
most outstanding contribution to 
Canadian advertising, was presented 
to J. E. Sampson, president, Samp- 
son-Matthews Ltd., direct mail, 
lithographic and display advertising 
firm, at the ACA’s annual meeting 
here last week. 

Presentation of the top honor, as 
well as three silver medals and five 
citations of merit to leaders in the 
industry, climaxed the two-day ses- 
sion Friday night. In previous years, 
no more than four awards were 
made, but the citations of merit 
were added this year to grant added 
recognition of more numerous and 
unusual accomplishments by all 
branches of the field, working under 
the pressure of wartime conditions. 


The jury of awards, headed by 


R. E, Jones, who made the presenta- 
tion, voted the gold medal to Mr. 
Sampson for his outstanding contri- 
bution to Canadian poster art, tech- 
nical improvements in color and 
process work, in packaging, and in 
education of advertising students. 
“He has been an outstanding factor 
in convincing Canadian advertisers 
that art equal to any can be pro- 
duced in Canada,” Mr. Jones said, 
adding that “he has sold Canadian 
art to U. S. advertisers.” 


Posters Mentioned 


The gold medalist also was cited 
for his striking series of Bucking- 
ham cigaret posters. Imperial Oil 
posters, government advertising for 
Victory loans, recruiting, war sav- 
ings, etc., and for portrait and 
landscape work exhibited in the 
Toronto Art Gallery and in the war 
records of the national gallery. 

Three silver medalists were named 
for their distinguished contribution 
to advertising: (advertising agency 
executive) Morgan Eastman, vice- 
president, McConnell, Eastman & 
Co. Ltd., Toronto; (media executive) 
William Wallace, advertising man- 
ager, Toronto Star; and (advertiser) 
H. H. Rimmer, advertising manager, 
Canadian General Electric Company, 
Toronto. Citations of merit were 
awarded to James Allard, public 
relations director, Station CJCA, 
Edmonton, Alta.; W. F. Harrison, 
Advertising Agencies of Canada, 
Ottawa; James R. Mitchell, city ad- 
vertising department, T. Eaton 


Yfouha “nc te Ceam’ with f0W0 


To give advertisers and time-buyers a quick picture of the WOWO Market, we show you a “moon- 


glow” 200 miles in diameter, a vast circle with its upper rim touching the lower tips of Lake Michigan 


and Lake Erie. 4 That is the relative position and that is the Primary Area of Indiana’s most power- 


ful station. Two million typical Americans live, love. and labor in this area and they are about evenly 


divided between city people and farm folk. In the 64-county primary WOWO Market are 21 cities of 


10,000 population and up. 4 When making up your schedules, don’t let the name “Fort Wayne” 


mislead you. That is the originating point of the broadcasts, but 92% of the WOWO Market lies 


outside of Fort Wayne. That’s not “moonshine.” 
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WINS ACA AWARD 


For outstanding poster art, particula;! 
in government advertising, the Associ, 
tion of Canadian Advertisers awarded 
its gold medal to J. E. Sampson, let 
president of Sampson - Matthews [44 
The presentation was made by R ¢ 


Jones, chairman of the ‘43 awards jury 


Company, Toronto; G. Dougl, 


Scott, advertising manager, F, 4 
Eddy Company, Hull, Que., ap 
A. B. Stapleton, art director Rolp 
Clark, Stone Ltd., Toronto. 
Mr. Rimmer, the medalist amon 
Canadian advertisers, has served ; 
director, vice-president and _presj 
dent of the ACA, as Canadian ad 
vertiser representative for the Audi 
Bureau of Circulations, and ha 
been chairman of the ACA’s spon 
sored advertising committee. 

Mr. Eastman has for three yea 
served as chairman of the operatin, 
committee of the Canadian Adver 
tising Agencies, in charge of Victor 
loan and other war finance promo 
tion. 

Mr. Wallace was commended fo 
his work as the first Canadian pres 
ident of the Newspaper Advertisin 
Executives Association, president 
the Canadian Daily Newspapers As 
sociation, and for his research wor 
with the Bureau of Advertising. 


Explains Research Methods 


Arthur A. Porter, managing d 
rector of the Gallup Poll, told ass 
ciation members at the annuw 
dinner Friday evening that he 
certain the methods and formul: 
which have proved successful “ 
exposing the mindbeat of today wi 
be equally adaptable tomorrow.” 

“Personally, I do not believe th 
the day after the war ends will fir 
our families signaling a helicopt 
in order to go shopping at Eator 
or Simpson’s. I don’t believe th 
society will immediately move | 
masse into houses that are heat 
by sun rays and that have landi 
fields on the roof. I don’t think \ 
shall breakfast in Toronto, lunch 
Cairo and dine in Moscow 
matter of course at once.” 

In the field of research, Mr. Pc 
ter recalled, rapid strides have be 
made by his associates, Dr. Gallu 
and others such as Daniel Star 
L. M. Clark, C. E. Hooper ai 
Archibald M. Crossley. As a resu 
he said, advertisers have “not 
micrometer, perhaps, but a rough 
accurate measuring stick by whl 
you can tell quite conclusively ji 
what part of your advertising bu 
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et is most productive.” 

Although refusing to make any 
predictions about the postwar world, 
Mr. Porter said he believes that 
“whatever the problems of tomor- 
row are, whether they deal with 
military strategy or domestic re- 
form, whether they are concerned 
with rehabilitating suffering popu- 
Jations or selling goods and mer- 
chandise, or whether they are 
concerned with all of these—the 
people with the type of mind that 
is intelligently trying to ‘see around 
the corner’ will make the greatest 
contribution to society at large and 
to their own business interests.” 

R. L. Sperber, 
Sterling Products 
Ltd. Windsor, 
was elected pres- 
ident of the ACA, 
succeeding J. W. 
Moore, Maple 
Leaf Milling 
Company Ltd. 
Other officers in- 
clude: vice-presi- 
dents, H. J. G. 
Jackson, Chrysler 
Corporation of 
Canada, Windsor; 
L. E. Phenner,  R. L. Sperber 
Canadian Cellu- 
cotton Products Company Ltd., Tor- 
onto; N. B. Powter, Howard Smith 
Paper Mills Ltd., Montreal; and H. 
E. Stephenson, Canada Starch Com- 
pany Ltd., Montreal; treasurer, J. P. 
Lyons, Manufacturers Life Insur- 
ance Company, Toronto; and man- 
ager, Athol McQuarrie. 


"ITS THE MAN FROM 
THE MARCH OF TIME, 
GENERAL.HE WANTS 
A STATEMENT ON 
YOUR COMING DEFEAT: 


J 


HE MARCH OF TIME got so 

popular partly because it brings 
Americans so much eye-and-ear- 
witness news ... straight from the 
people who make news . . . straight 
from the places where the news is 
born—from all over the world! 
Tune in and hear for yourself... 


10:30 PM (EWT) 
EVERY THURSDAY NIGHT 
OVER 
THE RED NETWORK 


OWI ‘Mail Early’ 
Campaign Ready 
to Start Nov. 8 


Washington, D. C., Nov. 3.— 
America’s holiday shopping habits 
will be subjected to new wartime 
adjustments this month when OWI 
turns on a “Mail Early for Christ- 
mas” campaign designed to advance 
a heavy share of seasonable buying 
and level the December peak in 
mailing. 

With overseas soldiers’ gifts al- 
ready out of the way, the govern- 
ment will make a strong effort to 
get all civilian holiday packages 
into the mail by Dec. 1, and all 
Christmas cards by Dec. 10. 
Through three weeks in Novem- 
ber, beginning Nov. 8, the “Mail 
Early for Christmas” campaign will 


ie. 


get prominent billing on the na- 
tional radio allocation plan, using 
half the time previously reserved 
for war bonds. According to the 
current plan, the “mail early” cam- 
paign will be used on 25 national 
programs, with an estimated 85,- 
000,000 listener impressions. 

Listeners will be warned “Mail it 
in November if you want it to reach 
its destination before Christmas.” 
In addition they will be advised to 
keep their gifts small and to re- 
member that “The best gifts of all 
are war bonds and stamps.” 

The “mail early” campaign will 
be primarily an ODT effort, but will 
be based largely on the shortage of 
Post Office manpower. With more 
than 30,000 postal employes in the 
armed forces, the department has 
been forced to hire high school boys 
and girls and women. It anticipates 
serious difficulty in recruiting any- 


where near the 200,000 temporary 


employes usually enlisted at holiday | 


time. ‘ 

According to a fact sheet for the 
“mail early” campaign, serious diffi- 
culties are anticipated in handling 
packages. Transportation facilities 
have been heavily burdened, and 
cannot handle the usual rush ex- 
perienced in the three weeks prior 
to Christmas. 

While OWI is conducting the cam- 
paign on a national level, Post- 
master General Frank C. Walker 
has instructed postmasters to ask 
local newspapers, radio and civic 
groups to stimulate early mailings. 
“If mailings become a last-minute 
deluge as in peacetime years,” he 
said, “it will be physically impos- 
sible to deliver them by Christmas 
in view of wartime handicaps.” 


Joins Burton Browne 
Mabel Ritchie, formerly advertis- 
ing manager and fashion director of 


, 27 


William Hengerer Company, Buf- 
falo, has joined the copy depart- 
ment of Burton Browne Advertising, 
Chicago. She will specialize in 
women’s copy. 


Scheibler Joins Aurex 


Dr. Herman Scheibler, formerly 
European sales manager, and later 
vice-president and research direc- 
tor of Sonotone Corporation, has 
joined the Aurex Corporation, Chi- 
cago. 


Hasten the 
Return of Peace. 
Buy More 
War Bonds Now. 


THE MARCH OF 


TIME 


SPONSORED BY 
THE EDITORS OF 


TIME 


lowest open 


daily except 


The Tacoma News Tribune now 
delivers more than 55,000 
copies daily in Washington's 
Second Market. 
Tribune leads the second paper 
by Gia ec « 


carries more advertising 
than any other 


73% 


of the state’s 74 % 
POPULATION 

of the state's 
EFFECTIVE 
BUYING 


INCOME 


Western Washington 
Accounts For.... 


717 


of the state's 
RETAIL SALES 


86% 


of the state's 
INDUSTRIAL 
PAYROLL 


Demands More Than 
One-City Coverage 


Cut Washington State into its two main geograph- 
ical areas, separated by the towering Cascades. 
In WESTERN Washington you'll find a market 
roughly THREE TIMES greater than in Eastern 
Washington — a market demanding more than 


“one city” attention. 


That's why TACOMA, as 


well as Seattle, is a MUST on your media list. For 

Washington’s Second Market — an integral part 

of the state’s “70°/,-Plus” region — is adequately 

covered ONLY when you include the Tacoma 
News Tribune on your schedules. 


(Figures compiled from Sales Management 1943 Survey 
Number and Washington State Dept. Labor & Industries) 


The News 


offers the state's 
milline rate... 


Washington 
the Seattle Times. 


ThNows Tribune 


TACOMA, WASHINGTON 
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They give him 
the keys to 
their hearts 


Folks around the Northwest 
give out with more than the 
keys to the city when they ask 
KSTPete and our Sunset Valley 
Barn Dance gang to come call- 
ing. They give them the kind of 
wholehearted “home folks 
hospitality” reserved for friends 
of long standing. 


In the last three years, the Barn 
Dance gang has visited 100 
Minnesota and Wisconsin 
towns. More than half a million 
people have paid to see our 
show and meet their air favor- 
ites in person. And the same 
kind of hospitality is awaiting 
us and our sponsors in another 
hundred Northwest towns as 
soon as we're able to accept 

_—y their invita- 


@. Ea/ tions. 
‘) im 


These personal appearances 
are just one part of a sustained 
promotional campaign to build 
KSTP’s farm audience. Other 
features currently include: (a) 
Weekly ads in 344 rural news- 
papers, with 1,600,000 readers; 
(b) Big ads in The Farmer, 
reaching 147,000 Minnesota 
farms; (c) Full-page ads in 
Land O'Lakes News, reaching 
65,000 Minnesota farms; (d) 
“On the Minnesota Farm Front,”’ 
a column by KSTP’s Farm Ser- 
vice Director, Harry Aspleaf, 
carried weekly by 81 country 
newspapers; (e) “Around 
Radio Row,” a radio fan 
column, published weekly by 
70 country newspapers. 


With Minnesota the fifth richest 
agricultural state, promotion 
like this adds an important 
plus to the great Twin Cities 
audience delivered by KSTP. 


Exclusive NBC Affiliate for 
the Twen Cities 


Cs ae 


Check List for 
Postwar Sales Planning 


The Ridgway Company, Inc., St. 
Louis agency, has published “The 
Ridgway Check-List for Postwar 
Sales Planning,” in the form of a 
large folder which may be used as 
a wall hanger. Pertinent sugges- 
tions are given under the headings: 
“Your General Strategy;” “Your 
Policies, Methods, and Prices;” 
“Your Product;” “Your Competi- 
tors;’” “Your Distributors, Jobbers, 
and Dealers;” “Your Sales Organi- 
zation;” “Your Market;” and “Your 


Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


Advertising.” Under the latter 
heading are enumerated the follow- 
ing points to observe: 

Are you planning to rewrite and 
revise your catalogs and other sales 
literature to meet postwar needs? 

Are you planning your postwar 
advertising copy now, and if possi- 
ble, arranging to pretest it? 

Are you planning new stream- 
lined point-of-purchase advertising 
for your dealers’ postwar needs? 

Would a new slogan or trade- 
mark step up your postwar adver- 
tising results and sales? 

Are you collecting the now-confi- 


dential case stories and performance 
records of your products in war- 
plant operation for use in your 
postwar advertising to your regular 
trade? 

Are you keeping your mailing list 
constantly revised? 

Will you emerge from the war 
enjoying a substantial customer 
good will because of the advertis- 
ing you have maintained, or will 
your good-will-building efforts have 
to start from scratch? 

Are your postwar advertising 
plans geared up to the fact that 
with large income and accumulated 
savings, people will be very recep- 
tive to the purchase of new prod- 
ucts? 

Have you thought of featuring a 
prize contest in your consumer ad- 
vertising to gauge postwar con- 
sumer trends? 

Are you planning, the moment 
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you are able to drop war work, i, 

get into full civilian productio, 

once again, to tell the complete 

sales story of your new postwar 

products by means of attractive 

interesting, resultful advertising? ’ 
*” * ok 


The fact that “postwar” is not 
going to be the day after some spe. 
cific date is being recognized more 
and more. Commenting on this 
“Tested Industrial Ideas,” hoyse 
publication of Reiss Advertising 
New York, says: . ' 

“You hear lots of talk about 
‘what we are going to do just gs 
soon as the whistle blows signaling 
the end of the war.’ So far as post. 
war activities are concerned it seems 
likely that there will be no whistle 
to mark the beginning of postwar 
business. That term ‘postwar’ is 
by itself, a completely misleading 
term. It implies the resumption of 
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Neighbors (Non-subscribers) 1240 
Heart States plus N.. Y. & Pa. 1290 
Other 33 Stotes 780 
SIGNIFICANCE: 


farm families pref 
——r & y 


... there a 


* differences ... revealed by a special tabulation by the 


U.S. BUREA Uofthe CENSUS 


Average Number of Cattle and Calves per 100 Farms 
SUCCESSFUL FARMING Subscribers 1620 


. .. Successful Farming Subscribers are BEST... in their COMMUNITEKS ... REGION... NATION 


— 


NOTE: Ask Successful Forming solesmen to show you proof of reader preference os revecied by Ross-Federa!l Studies. 
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ormal business activities once the 
yor is ended, But that isn’t the 
yay normal business activities will 
wsume. There is no reason to be- 
jive that we will be at war one day 
_and then engaged in normal busi- 
yess pursuits the next. We edged 
into the war. We’re going to edge 
into normal business activities in 
precisely the same way.” 


The House small business com- 
mittee is urging immediate action 
»y Congress to provide for orderly 
jisposition of surplus war material 
amounting to an estimated $75,000,- 
900,000. The committee feels the 
task is going to be the country’s 
No. 1 postwar problem. 


In view of the fact Latin America 
and China are planning extensive 
adustrialization after the war, this 
country should be studying the pos- 


sibilities of utilizing their agricul- 
tural products in order to keep 
imports in line with exports, Dr. 
Henry C. Taylor, director of the 
Farm Foundation, asserted in ad- 
dressing the Chicago Union League 
postwar planning forum last week. 
“If this industrialization takes place 
rapidly, as it did in Russia in the 
interwar period,” he said, “the for- 
eign markets for the goods manu- 
factured in industrial Europe and 
Japan may largely disappear, in 
which case these countries will be 
less able to buy our farm products.” 


Klarman Joins Haire 
Frederick Klarman, formerly edi- 
torial art director for Country Life 
and American Home and before that 
with Conde Nast, has joined the 
Haire Publishing Company, New 
York, as editorial art director. 


SO Gives Option Dates 

Standard Oil Company of Indiana, 
currently using more than 1,700 
daily and weekly newspapers in its 
trading area, has begun offering 
publishers optional dates for its 
insertions, with a two-day leeway 
applying. McCann-Erickson, Inc., 
is the Standard Oil agency. 


Dennis Joins WHN 

Walt Dennis, news bureau chief 
of the National Association of 
Broadcasters, has been named pub- 
lic relations director of Station 
WHN, New York. 


Tube Reducing Appoints 
Tube Reducing Corporation, Wall- 
ington, N. J., has named Michel- 
Cather, New York, to handle adver- 
tising of Rockrite steel tubing. 
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“Farmin 


The Magazine that Serves the Farm Leaders of the Nation 


RE there differences in farmers? Ask a 
country banker. He knows. He has 
learned, through years of intimate contact, to 
rely on certain farmers for advice and coun- 
sel...to respect their judgments and their 


They are the farmers whose acres are al- 
ways most productive... whose cattle and 
hogs always top the market... whose homes 
are more modern... whose finances are in 
better shape. You'll find, too, that they invari- 
ably are subscribers to Successful Farming— 
prefer it to any other farm magazine. 


It is rarely that a magazine deals so inti- 
mately with its readers’ problems that it be- 
comes identified with their daily lives. Suc- 
cessful Farming is such a magazine. To its 
readers—the top families in America’s rich- 
est agricultural region—it is an old and trusted 
friend, a valued adviser whose guidance is 
accepted without question. To these farm fam- 
ilies, more than a million of them, Successful 
Farming is the great exponent of a way of life 
as American as the deep rich soil from which 
it springs. Meredith Publishing Company, 


Des Moines, Iowa. 
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Admen in the 
Armed Forces 


Harry W. Dra- 
goo II, head of 
the advertising 
department of 
Lumbermens 
Mutual Casualty 
Company and 
American Motor- 
ists Insurance 
Company, Chi- 
cago, has been 
commissioned an 
ensigninthe 
naval reserve, 


and reported 

H. W. Dragoo Nov. 2 for in- 
docrination in air 

combat intelligence at Quonset 


Point, R. I. He has: been with the 
affiliated Kemper companies since 
1938. 

William E. Stutts, assistant to 
Chas. E. Rice Jr., advertising man- 
ager, American Viscose Corporation, 
New York, has been inducted into 
the U. S. Marine Corps. 


29 


Al Frifield, assistant space buyer 
at Foote, Cone & Belding, Chicago, 
and one of Chicago’s best known 
media men, reported for active 
Army service at Camp Grant, IIL, 
Oct. 30. 

Advertising men who have been 
successful in their officers’ training 
course at Canadian centers include 
Ken Muir, of A. McKim Ltd., To- 
ronto, who has been graduated at 
Brockville, Ont., and Ed Reed, 
formerly of the Montreal office of 
McKim, who has been graduated at 
Gordon Head, B. C. 

King Pedlar, advertising manager 
of Einson-Freeman Company, New 
York, has left to join the Army air 
forces. He will be succeeded by 
Ben Dreyfuss. 

John E. Murphy, publicity direc- 
tor of Station WCKY, Cincinnati, 
left Nov. 1 to report at Quonset 
Point, R. I., for indoctrination as a 
lieutenant (jg) in the naval reserve. 


Takes Leave of Absence 


Regina Neuman, a member of the 
sales staff of Standard Advertising 
Register, Chicago, for the past 25 
years, has taken an indefinite leave 
of absence. 


Lhe Largest Siving 


— WAKULLA, NEAR TALLAHASSEE, FLORIDA — 


IS IN WWL LAND! 


And So Are 10,000,000 Customers From Five Different States! 


in five states! 


South completely. 


50,000 WATTS brings the clear signal of 
WWL not only to Tallahassee, Florida, 


but to all the Deep South—182 counties 


FIVE TIMES more powerful than any 
station for hundreds of miles, WWL is 
the one station that will sell the Deep 


50,000 WATTS—CLEAR CHANNEL 


The Greatest Selling POWER in the South's Greatest City 
CBS Affiliate —Nat'l Representatives, The Katz Agency, Inc. 
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Woolf to Institute KGO Promotes Samuels 7 SEPTEMBER AND NINE-MONTHS LINAGE GAI 
Douglas G. Woolf, editor of Tex- — ——- — has a Newspaper Linage NS 
tile World, has resigned to join Tex-| the sales staff since last spring, has : : GAIN AND LOSS PERCENTAGES ~ 52 CITIES é 
tile Research Institute, New York,} been appointed sales manager of Continues Gains Le | 
as director of information. Station KGO, San Francisco. - SEPTEMBER 1943 = 1942 GAIN 
in September ventas ee ee eee Poe ee | 
‘ , nn 
, Chicago, Nov. 2.—Newspaper lin- Reraie 8.2% 
A Single Medium— age for September continued gains Generac 52.8 
TRANSPORTATION in all classifications which have Aut omor ive 5.6 | 
ADVERTISING prevailed this year as compared FINANCIAL 44.1 
d ve with figures a year ago, according Torat DisPLay 17-4 
to. Media Records’ measurement of CuassivieD 36-5 
newspapers in 52 cities. In the Vorm, Apueatscins 2163 
nine-month period, Jan. 1-Sept. 30, ae See < 
financial linage, which has been ro serreer i 
lagging in the Jan. 1-to-date ee ro ae 


periods this year, moved over to the eens ws 7 
plus side with a gain of 1.1%, com- ‘ ; : 
pared with the same period of 1942. pcos ir 

The general advertising classifica- eee _s — 


tion led the list in September, with neeae 
a gain of 52.8%. Financial was ——— ‘4 


a ; a. Pepe es Wee “a i... ey " > next, with 44.1%, and classified Seago * ~ | 
+: A ages Bi. ones wi FE third, with 36.5%. Total display for Hoe oan 3. ——ae mene 
; A September was 17.1% ahead of last artnet Stones 4.9 | 
U . q = MEMBER year, and total advertising gained : - - - - = . 


21.3%. 
STREET CAR & BUS ADVERTISING * MINNEAPOLIS, MINN. ( NATAy In the Jan. 1-Sept. 30 period, total Media Records’ tabulation of news li 
Ps, paper linage in 52 cities shows a 
pachaeidiniotee . aS PAUL bagels ad s SUPHCISS: display was 8.4% ahead of the same all classifications for September as compared with the same month a hal 
Ea Sey Ue qh hae wi YS Be period in 1942, and total advertising For the nine-month period, Jan. | to Sept. 30, all classifications are on the 
gained 13.8%. plus side, with total advertising showing a gain of 13.8%. 


Sales Commission 
Rule Suspended 


Until Year End 
Washington, D. C., Nov. 4.—Tha 
Bureau of Internal’ Revenue hag 
suspended for the remainder of 1943 
. a controversial stabilization ruling 


HERE’S A SHOUT 
YOU CAN SEE. 


individual ales ones the amount o 
the employe’s compensation exceed 
ed his earnings in the last year 
prior to Oct 3, 1942. 

Since the Sept. 4 revision ha 
been strongly challenged by busi 
IN HOOPER’S WGBI LISTENING INDEX 
FOR SCRANTON...THE HUB OF AMERICA’S 
tember and cn ag | pens a de: 
isi é als f t bli 
19TH MARKET! Pe ir Gaeaneliematieis a the collal 
- 2. a The —— ae reached no decisio1 
; t a als. 
2s "‘iestet whare the rate of com 
“lie mission, or the amount of othe 
boa compensation, such as salary, ha 
i , increased, commissions may be pail 
— \ SCRAN Se on the same basis permitted earlie 


ness men throughout the country 
in the year. The extension does nc 


commissions earned on_ individual 
sales during the calendar year 1943 
provided that neither the rate o 
compensation nor the amount o! 
other payments has been increased 

Mr. Hannigan was in effect ex: 
tending previous action of the Bu. 
reau of Internal Revenue, whicl 
had suspended the rule for Sep 


Commissioner of Internal Revenue 
Robert E. Hannigan, newly appoint 
ed successor to Guy T. Helvering 
said employers may continue to pay 
apply, however, to over-riding com 
missions such as commissions to 2 
employe which are based on th 
sales of other employes. 


. . ’ 
Joins ‘American Exporter 

Robert J. Strand, recently easter 
account executive for the Mutua 
Broadcasting System, has _ joine 
the staff of American Exporter, Ne‘ 
York, as special representative. 


Joins Harold Stoltz 


Paul J. Quisenberry has joine 


l , , - T es : 4 Harold A. Stoltz & Associates, gm 
When you advertise on WGBI, you're shouting right out to coey Guamdindaaners’ sesanae 
629,581 spenders in SCRANTON —WILKES-BARRE . . . America’s Cleveland, as head of national aé 


a 7 vertising and promotion. 
19th Metropolitan Market. And, according to Hooper, you’re sure to 


be heard! His Listening Index gives WGBI a morning rating of 60.6 
and that’s the low! In the evening that rating climbs to 64.9... 
in the afternoon it’s a whopping 73.0! 


—_— 


What about other stations? All of them together are hardly a 
whisper since six or seven of them split what audience WGBI leaves. 
That’s why most advertisers know it pays to RELY on WGBI. Ask 
your John Blair man about it. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 


SCRANTON 


(Figures from Hooper Listening Index—Oct. 1942 thru Feb. 1943) 
CBS AFFILIATE 
910 KC 


PENNSYLVANIA | 
onal 


500 WATTS NIGHT FRANK MEGARGEE, President National Representatives 


* * (THE * x 


JOURNAL - COURIER 
NEW HAVEN, CONN. 
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Armour Recipe Ad 
Gets High Mark in 
Waukegan Study 


New York, Nov. 2.—Four in- 
teresting examples of the readership 
of new campaigns and newly de- 
veloped techniques are given in the 
report on the Sept. 9 issue of the 
Waugekan News - Sun—No. 64 in 
The Continuing Study of Newspaper 
Reading series—issued by the Ad- 
yertising Research Foundation, Inc. 
First figures on the new series of 
advertisements by the Life Insur- 
ance Companies of America, first 
results of two cartoon ads used by 
Wheaties, and the first reports on 
two “reader” ads—one a part of the 
new Schenley series, the other by a 
local utility—are recorded. 

The Foundation study shows that 
among women, a relatively small 
(154 lines) Armour ad, receiving 
unusual page position, took top 
honors both percentagewise (39%) 
and by the index. The copy and 
illustration, which told of a “brand 
new way” of cooking pork chops, 
were surrounded by recipes and a 
feature—“Wartime Kitchen News.” 
With an index score of 253, the 
Armour ad reached the second 
highest index rating ever reported 
by The Continuing Study of News- 
paper Reading; was surpassed only 
by a Lipton Tea ad which appeared 
in the March 27, 1940 issue of the 
Manchester Leader. The latter, one 
of the Aunt Abby series, attained 
an index rating of 319. 

A 1,248-line Westinghouse ad 
stopped 30% of the men, thereby 
taking the study’s top honors as the 
best read national ad for men. 


Second place for both men and wo- 
men went to a 1,398-line Life In- | 
surance Companies of America ad, | 
with readership results of 20% for 
men and 34% for women. In third 
place for men and women was a 
Wheaties cartoon technique ud, 
which stopped 16% of the men and 
26% of the women. Another 
Wheaties ad appeared on Page 8. It 
stopped 6% of the men and 12% of 
the women. These advertisements 
again demonstrated the effective- 
ness of the cartoon technique in 
garnering a lafge number of read- 
ers. 

Significant is the difference in 
readership and make-up of a Schen- 
ley ad and a North Shore Gas Com- 
pany ad: Both are _ institutional, 
both occupy the same position on 
the page, both are “readers,” yet 
one attracted four times as many 
women as the other, the report says. 

Other national ads which did well 


percentage-wise were Pillsbury’s 
Flour, Vitamins Plus and Read 
Magazine. 

A feature, “Local Items,” was 


according to the Foundation’s re- 


port, one of the best read local fea- 
tures measured by The Continuing 
Study of Newspaper Reading. It 
was read by 39% of the men and | 
79% of the women. The 79% for 
women was 18 percentage points 
higher than the best read women’s 
news story. 


NOVEMBER 20" 


‘NOW ON SALE 


nto war 
daily — 
ty, and 
shift — 
rs daily 
today's 


CARRIES MORE 
ve ADVERTISING 
THAN ANY ISSUE 


OF LIBERTY 


BIN THE LAST 


Extensive Drive 
Is Launched by 


Universal Match 


St. Louis, Nov. 3.—With a full- 
page, four-color advertisement in 
Life and Fortune, Universal Match 
Corporation this week broke ground 
for what is believed the largest and 
most comprehensive advertising 
campaign in history for the match 
industry. 

Universal, one of the leaders = 
the wood and book match fields, 
launching the campaign to pore the 
postwar markets and build greater 
recognition of the company name 
and products. The drive calls for 
regular insertions for an indefinite 
period in Fortune, Good Housekeep- 
ing and Life and in 14 business 


papers reaching the grocery, tobacco 
and advertising fields. 

The purpose of the campaign, ac- 
cording to Universal executives, is 
three-fold: 

(1) To make the consumer fully 
aware of the great convenience he 
enjoys in the match as we know it 
today. To impress the consumer 
and the trade alike with the su- 
perior quality of Universal matches, 
whether wood or paper. And to 
identify Universal to the trade as 
an “institution keyed to leadership 
and dedicated to service.” 

(2) To build consumer recogni- 
tion and consumer preference for 
postwar years when Universal’s pro- 
duction will be limited only by the 
demand for its product. 

(3) To impress advertisers with 
the importance and effectiveness of 
Universal book matches as an ad- 
vertising medium. To point ont 


that hundreds of the country’s larg- 
est concerns find Universal book 
matches a powerful, yet low cost “in 
the hand” salesman. 

The theme for the campaign is 
“The History of Fire.” Each adver- 
tisement will deal with a dramatic 
highlight in the history of fire and 
fire-making devices starting with 
prehistoric times and coming up to 
the 20th century. Extensive research 
and work with the Smithsonian In- 
stitution and the American Museum 
of Natural History make the series 
accurate and authentic to every de- 
tail. Top-flight artists including 
John Atherton, Glenn Grohe, Fran- 
cis Criss and Amos Sewell were 
commissioned to handle the illustra- 
tions, which are one half the size 
of the ads. 

In the case of each ad the head- 
line and opening copy, tying in with 
the illustration, will be the same in 


31 


all media. The balance of the text 
will change, however, to accomplish 
the purpose expected of the par- 
ticular medium and appeal to the 
interest of the audience reached. 

Westheimer & Co., St. Louis, is 
the agency. 


Quigley Company Moves 

Quigley Company, manufacturer 
of industrial specialties, has moved 
its general offices to 527 Fifth Ave., 
New York 17. 


ARE YOU) SELLING THEM EFFECTIVELY? 


.¢; 


| OUT OF 


. 
You should have ex pert counsel 
on how to reach the growing 
$7 Billion Negro Market. Consuls — 


° 
DAVID J. SULLIVAN 
Negro Market Organization 
Marketing + Advertising + Research 
545 Fifth Avenue + New York, N. Y, 


EVERY 10 
AMERICANS 
1S A NEGRO 


‘rapport’ is a sixty-four dollar 


word and means—harmony of relation, 


sympathetic relation, 


accordance. 


‘Tapport’ 


also denotes WGN’s relation to Chicago and the Middle 


West —a relationship which results in greater sales. 


This is another reason why WGN leads all other major Chicago 


stations in volume of retail, local and national spot business. 


Cee Pyare 


A Clear Channel Station 


EASTERN SALES OFFICE: 
220 E. 42nd Street, New York 17, N. Y. 


PAUL H. RAYMER CO. 
Los Angeles 14, Cal.: San Francisco, Cal. 
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: Springfield Works of Westinghouse 
Mason to Remington Electric & Mfg. Company, has joined 
William R. Mason, formerly | Wm. B. Remington, Inc., Springfield, 


advertising manager of the East| Mass., as an account executive. Th e D i ary of a n Ad Man 


| This diary embraces the observations and reflections of one of America’s 
ere y e nswer most prominent and widely known advertising men. It is presented in 
ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 


direction” of any kind. The author is glad to receive comment, but cannot 


e answer letters, except as he may find it appropriate to do so through the 
to that *64 Question: sms 
2 October 25. 


ee 


A teacher of business cor- October 28. Spent some time today with 

respondence wants to know what kind of a man who has the most amazing memory 

letterhead indicated to me a “pompous I have ever known. This, combined with 
— = . ‘ ass.” I could be specific about this one wide reading, has given him a reputation 
case, but would that be of any real use? for intelligence which his actions do not 

What we are has a way of shining through sustain. I have noticed that a good many 

whatever we say or do; and I am afraid wearers of scholarship keys have the same 

that pomposity is a disease which cannot kind of gifts—our older educational meth- 

be cured by attempting to eradicate its ods having apparently favored the effort- 

symptoms in a letterhead. It will only less memorizers. The most _ intelligent 

break out again in some other manifesta- possessor of such a key that I know bought 

tion. his in a pawnshop, and solemnly wears it 


to gatherings of distinguished associates 


° who know that he never went to college. 

October 26. Making bricks without 7 
straw is no novelty assignment for the : 
copywriter, but the worst case I ever had _ October 29. Arthur Brisbane used to 
was when I was asked, quite a few years  °@Y, that if you listened in on id ia chase 
ago, to do overnight a series of ads on shot- “Ey 7. = giv pg ia a “ “sh, 
guns. At that time I had never owned such pe ae cm N ae Am all ae om 
a gun, nor shot one. So I was in a pretty ssi. — ay 2 of . leveak 4 
how-to-do. In desperation I got out a recognize this pervasiveness of interest in 
couple of years’ files of all the outdoor the concrete personality. , phe. corporate 
magazines, and spent the night going “we” and the copywriter’s third person 
through their articles and their questions- wthey’ will never have the pull of "I" to . 
and-answers departments, tabulating all vou. e 
the things their readers seemed to want 
to know about shotguns. Out of this October 30. At the farm to see the first 
ee ee I rod y "4 = informa- snow flurry speckle the fields. The crops 
ive ads which proved to ighly suc- all in or sold; the woodshed filled; the cold 


cessful. I do not recommend such quick- 
| lunch methods as ideal, but this case taught 
| me never to be afraid of any subject, as 
long as a good library was available. 


cellar stocked; and the fallen leaves being 
gathered to the compost pit. This year I 
am trying the mixing of these leaves with 
Adco, the artificial manure maker devel- 
oped at Rothamsted, England, the oldest 


- agricultural experiment station in the 
world, where records on the maintenance 
* MAXIMUM COVERAGE — widespread a disease that I reckon the first for a hundred years. 


big job we have to do in advertising is to 


| 
| October 27. Boredom with life is so of soil fertility in one field have been kept 


TT be interesting. There is a nice point in 
WITH 50,000 WATTS every ad where interest must be trans- October 31. Spent a broken night in a 
Vee ace dhe binges peseteiel entitus fat yous money on Se Ee ae Uae tos cob headd bane tites tay Tt bees 
; : sos ° nterest, in a sore- aae ° y e 
and WENR delivers it. Covers 111 of 170 cities over the face of all our competition, is in itself find a hotel proprietor who makes a busi- 
10,000 population in Illinois, Indiana, Michigan and a big achievement, and some day I want ness of selling sleep, and runs his house 
Wisconsin. Covers more of these cities than any other to write a book about it. I have a feeling for that purpose. In a big city the indi- 
, 3 that the problem is more involved than vidual night noises are blended into a hum -e. 
Chicago station. is indicated by the over-simplified dia- that is not too disturbing; but in the quiet 
- of a See text books. That of the smaller towns two yg ee 
it is root in the writer’s cultivation of taxi drivers and one garbage can banger 
* AN OUTSTANDING SALES PRODUCER his own capacities for becoming interested can ruin a night. Maybe Ed Ahrens can 
One advertiser received 700% more returns than ex- in anything. start a crusade about this. 
pected. Another, Felrman & Curme, offered a Battle Set 
premium with each pair of children’s shoes purchased, Cairns Adds Account: lanize,” for textiles, has appointed} Young & Rubicam, New York, has 
In three short weeks they gave away not only their ini- - > John A. Cairns & Co., New York, as| joined the Cairns copy staff. She 
re tial stock of 2,000 sets, but also 20,000 additional pre- Miss Asbury Joins Staff its advertising agency, effective|was previously with the editorial 
: - “ies ; s 4 The Dolanize Company, maker of| Dec. 1. departments of the New York Her- 
miums. For a high-priced specialty item usually sold by the new water-repellent finish, “Do-| Helen Asbury, formerly with]ald Tribune and Chicago Daily News. 
highly-trained house-to-house salesmen, WENR pro- 
duced inquiries at 1/6 to 1/12 their average inquiry cost. 
* AT LOWEST COST PER 1000 FAMILIES oe ron t 
Not only does WENR offer you maximum coverage Ae. 5 
and productive programs, but also gives the LOWEST Pee x 
cost per thousand families to start with. No wonder the — 
, number of advertisers using WENR since 1942 has ne 


‘a DOUBLED! 


50,000 WATTS © 


A CLEAR CHANNEL STATION i 


890 KILOCYCLES ee ‘ 
- Owned and Operated by the Blue Network Company i S, 0 
_ Represented Nationally by Blue Spot Sales | | 7 SS eT 


New York Chicago Hollywood Detroit 


Known the country over as smart 
merchandisers, Read Drug Stores 
can give you the answer on how 
to sell drugs in Baltimore. They use 
W-1-T-H exclusively. Four: news 
spots a day. This is their second 
year on the station that’s listened 
to in Baltimore. 


, 7 W-1-T-H 


TOM TINSLEY, President P 


Represented Nationally by HraDuy-ee> = 1230 ON YOUR DIAL 
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STARTS DRIVE 
Be a 4-STAR GENERAL in Your Own Kitchen 


% Seve Fats... for Unce Sam 
®% Seve Time... for Red Cress Work 
% Seve Money... for Stamps and Bonds 
& Seve Points... tor Yourself 
Oy eng the Mw Atma Meteed at Owen fay Cmmmery 


3 a 
f 


presents the new Advance advertis- 
ing and merchandising plan to re- 
tailers, the appeal is carried directly 
to the dealer with the further state- 
ment, “Every pound received by 
you and turned in, contains enough 
potential nitro-glycerine to make a 
pound and a half of gunpowder.” 
In addition to the patriotic tie-in 
with the government campaign to 
save fats for munitions, the 
brochure points out, this new Ad- 
vance advertising wins wide con- 
sumer interest with a new way to 
serve deep fat fried foods without 
frying. 
To help southern dealers stil] 
further in getting increased buying 
action on Advance shortening, Wil- 
son & Co. provides them with an 


ute free to their customers. A 
counter card dispenses the recipe 
booklets and helps make sales at 
the point of purchase. 

Some of the most enticing recipes 
from the Rector booklet are played 
up ih the Advance shortening ads. 
“Oven-Crisp Chicken de Luxe,” for 
example, is featured as “tender, 
juicy chicken, done to a turn, crisp 
and crunchy, without a bit of ‘pot- 
watching.’ ” 

Similar recipes attractively illus- 
trated are featured in publicity 
stories sent to woman’s page editors 
in all metropolitan areas where the 
advertising is appearing, and mats 
and electros of small ads are pro- 
vided on request to assist dealers 
in tying into the main campaign. 


Nov. 18 Conference to 
Feature Postwar Selling 


annual 


The 


sixth 


Hotel. 


The program will cover postwar 
sales management problems, with 
special emphasis on sales personnel 
and sales training methods. 


midwestern 
sales conference sponsored by the 
Chicago Sales Executives Club, in 
cooperation with the National Fed- 
eration of Sales Executives, Na- 
tional Society of Sales Training Ex- 
ecutives and the Committee for 
Economic Development, will be held 
at 3 p.m., Nov. 18, at the LaSalle 


Delay Affiliation Meet 


poned until after the 5th Canadian 
Victory Loan drive. It will be held 
at Niagara Falls, Ont., some time 
this month. 


i ons cot 
, as my “Oven-Crisp Recipe Booklet” by 
4 - George Rector, the company’s 

Apvance famous food consultant, to distrib- 


VEN-CRISP 
COOKERY... 


United States Advertising Cor- 
poration, Chicago, directs the ac- 
count. 


The mid-winter meeting of the 
International Affiliation of Sales and 
Advertising Clubs is being post- 


In @ new campaign in southern dailies, 

Wilson & Co. uses a practical product 

tie-in. with the wartime fats salvage 
campaign. 


Shorten the War 
with Shortening, 


Housewives Told 


Chicago, Nov. 4.—A “4-Star” call 
to arms on the home front marks 
the new campaign for Wilson & 
Co.’s Advance shortening, just re- 
leased for a concentrated run of 13 
weekly appearances in leading met- 
ropolitan newspapers of the South. 

“Be a 4-Star general in your own 
kitchen” is the headline of the 
1,500-line opener, which advises 
housewives to: “Save fats... for 
Uncle Sam,” “Save Time... for 
Red Cross work,” “Save Money... 
for stamps and bonds,” and “Save 
Points ... for yourself.” Copy ties 
in the product with the next line, 
“By using the new Advance method 
of oven-crisp cookery.” This cook- 
ery, it says, requires less shortening 
and thus saves fats for munitions. 

In an attractive brochure that 


How can 


rk, has 
f. She 
ditorial 
k Her- 
j News. 


RADIO 


help set 


the pattern 


for better 


postwar 


conditions? 


See Pages 10 and 11 d N 


ZiFRDavis 


Offices: New York - 


Pestisn 


venue, Chicago 11, illinois 
Washington - 


Les Aligeles + London + Toronto 
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COLOR CONTROL 


for KODACHROME 


Too often Kodachrome reproduces in harsh, garish 
colors that scarcely look photographic. 


Be certain of a skillfully controlled blending of tones 
. «+» give your plate-maker a fine Chromart Print as 
copy. For four years we have been making Chromarts 
from Kodachromes sent us by top-notch agencies. 


Our process yields a superb full-color print that re- 
tains, in flat copy, the richness of the film transpar- 
ency! With flat copy, your plate-maker is at his best. 


Retouch or airbrush the Chromart Print as desired. 
Get it fully okayed to eliminate quality-robbing 


changes on the finished plates later. Your plate- 
maker can do his finest work only when the copy is 
right. Priced from $44. Investigate! 


PHOTOCHROME 
ARTCOPY PRINTS FROM KODACHROME 


837 NORTH FAIRFAX AVENUE 


HOLLYWOOD 46, CALIFORNIA 


Minneapolis Ads 
Urge New ‘Pearl 
Harbor Doctrine’ 


Minneapolis, Nov. 2.—Paid for 
by a group of Minneapolis business 
men and the Minnesota United 
Nations Committee, a series of 13 
full-page advertisements advocating 
declaration of a modern foreign 
policy by the United States has been 
placed ina list of Minneapolis news- 
papers. 

Captioned “Here are some of the 
men who will fight World War III,” 
the initial insertion carries pictures 
of five and six-year-old boys as 
representative of the country’s fu- 
ture fighters in the next war. The 
caption is qualified in the succeed- 
ing copy which adds “.. . if America 
does not adopt a foreign policy 
after this war based on the threat 
to our interests of major aggression 
anywhere in the world.” 

The advertisements urge agree- 
ment on what is termed the “Pearl 
Harbor Doctrine,” holding that the 
only two foreign policies the United 
States ever had—the Monroe Doc- 
trine and the Open Door—are out- 
moded, and that the “Pearl Harbor 
Doctrine” will bring the Monroe 
Doctrine up to date in conformity 
with changed world conditions 
which have made all nations next- 
door neighbors. 

Batten, Barton, Durstine & Osborn 
is the agency. 


WORLD WAR Iil? 


HERE are some of the men 


aa SS — = 


This is the first in a series a 13 full-page 
advertisements, which advocate a ‘Pearl 
Harbor Doctrine,” currently appearing 
in Minneapolis newspapers sponsored 
by a group of business men and the 
Minnesota United Nations Committee. 


Batten, Barton, Durstine & Osborn is 
the agency. 
Joins Outdoor Company 


Robert H. Devlin, executive direc- 
tor of National Catholic Community 
Service, member agency of the 
USO, New York, has joined the 
sales force of the General Outdoor 
Advertising Company. 


HOW'S THE WAR PICTURE LOOK? «|| what" a om pany * ou'll 
Readers of the Sunday Journal-American ny > gious 
can answer that one easily. They get a real y* a gtr’. am: 
. , he™ meri 
chance to see not only war news in pictures | t ena 
but the news of the home front too in our | jo ie 


Pictorial Review, just one of the big sections 
of the big Sunday Journal-American—a | 
fascinating pictorial record of the news. 
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REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


Advertising Age, November 8, 1943 
‘Airlines’ Review 
Published by 
Brokerage Firm 


New York, Nov. 3.—Analyses os 
18 of the leading companies in the 
airline industry and the prodigioys 
rise of U. S. air transportation from 
the incubator stage to one of the 
country’s foremost industries, are 
reviewed in the third edition of 
“Airlines,” published this week by 
the investment and brokerage firm 
of Merrill Lynch, Pierce, Fenner % 
Beane. 

The 36-page illustrated review ex. 
plains how domestic airline routes 
have been increased from 40,009 
miles to hundreds of thousands of 
miles over Arctic ice, African sanq 
and storm-wracked oceans. It also 
stresses the excellent job being done 
on the fighting and home fronts, anq 
explores problems of competition 
and future financing. 

Discussing the possibility of an 
airborne world in the future, the 
review declares that U. S. airline 
operators “have not the slightest 
doubt as to their own future. To a 
man their peacetime cry is one: ex- 
pansion—here, there and_ every- 
where. In the past year the Civil 
Aeronautics Board has been deluged 
with applications for new airline 
companies, new routes, new. stop- 
ping points, route extensions. There 
have been more than 200 separate 
applications totaling over 500,000 
miles or 12 times present mileage in 
the U. S. alone.” 

The booklet also goes into post- 
war problems such as how world- 
girdling airlines can be financed, 
how strict regulation will be and 
how severe international competi- 
tion will be. The threat of govern- 
ment operation of some of the prime 
air routes across the Atlantic and 
Pacific is also mentioned. 


Catz American 
Launches Matte, 


New Brazilian Tea 


Chicago, Nov. 3.—On the heels 
of General Foods’ introduction of 
Teem, tea and matté combination, 
the Catz American Company has 
launched matté, a Brazilian tea, in 
a test campaign in the Chicago area. 

Long a popular South American 
drink, matté is ranked as one of the 
five natural beverages of the world. 
Earlier attempts have been made to 
put matté on the North American 
market, but none before has caught 
the taste of the public. 

In September, General Foods 
introduced Teem in a test campaign 
in Pennsylvania (AA, Sept. 20), 
heralding it as the national bever- 
age of South America. Advertising 
for matté declares that with only 
half the population of this conti- 
nent the South American consump- 
tion of matté is more than double 
the North American consumption of 
Oriental tea. 

The test campaign for Catz- 
American’s matté, which began re- 
cently, is scheduled for 13 weeks, 
with insertions of 150, 400 and 600 
lines. The Chicago evening field 
will be covered by use of the Her- 
ald-American and News. The 15- 
minute Beulah Carney radio pro- 
gram over WENR will feature 
matté twice a week during the cam- 
paign. 

Al Paul Lefton Company is the 
agency handling the introduction of 
the product. 


Youll hand it to 
us for 
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418 S. Market St Chicago 7 
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Tavertising Age, November 8, 1943 


Earnings of 
Advertisers 


Se el 


Allegheny Ludlum Steel—For the 
warterly period ending Sept. 30, 
7943, net earnings, $1,051,452; for 
ike 1942 period, $904,370. 
“american Brake Shoe—For the 
warterly period ended Sept. 30, 
1943, net earnings, $723,188; for like 
1942 period, $752,079. 

Atlantic Refining Co.—For nine 
months ended Sept. 30, 1943, net 
earnings, $5,393,000; for like 1942 
neriod, $1,522,000. 

peechnut Packing —For nine 
months ended Sept. 30, 1943, net 
earnings, $1,988,866; for like 1942 
period, $1,895,722. 

* Best Foods—For the quarterly 
period ended Sept. 30, 1943, net 
earnings, $746,766; for like 1942 
seriod, $212,950. 

Bon Ami Co.—For nine months 
ended Sept. 30, 1943, net earnings, 
¢777,168; for like 1942 period, $737,- 
877. 

E. G. Budd Mfg.—For nine 
months ended Sept. 30, 1943, net 
earnings, $1,652,627; for like 1942 
period, $2,786,324. 


Caterpillar Tractor—For nine 
months ended Sept. 30, 1943, net 
earnings, $5,949,169; for like 1942 


period, $4,275,868. 


Columbia Pictures—For the fiscal 
year ended June 30, 1943, net earn- 
ings, $1,802,280; for preceding fiscal 


year, $1,611,659. 


Corn Products Refining—For nine 
1943, net 
earnings, $5,909,501; for like 1942 


months ended Sept. 30, 
period, $6,392,502. 


Cream of Wheat—For the quar- 


terly period ended Sept. 30, 1943 


net earnings, $88,879; for like 1942 


period, $148,691. 


Delaware & Hudson Co.—For the 
quarterly period ended Sept. 30, 
1943, net earnings, $1,950,466; for 


like 1942 period, $1,194,366. 


Erie R. R.—For nine months 
ended Sept. 30, 1943, net earnings, 
$8,091,459; for like 1942 period, $10,- 


391,642. 


General Cigar—For nine months 
nded Sept. 30, 1943, net earnings, 
for like 1942 period, 


$962,681; 
$998,109. 


General Electric—For nine months 
ended Sept. 30, 1943, net earnings, 
for like 1942 period, 


$31,433,933; 
$30,710,499. 


Household Finance Corp. — For 
nine months ended Sept. 30, 1943, 


net earnings, $3,420,191; for like 
1942 period, $4,031,441. 
Hercules Powder — For nine 


months ended Sept. 30, 1943, net 
earnings, $4,223,270; for like 1942 


period, $3,143,457. 
Johns - Manville Corp.— For th 


quarterly period ended Sept. 30, 
1943, net earnings, $1,048,607; for 


like 1942 period, $1,085,947. 
Kimberly-Clark Corp.— For th 


quarterly period ended Sept. 30, 
1943, net earnings, $580,552; for like 


1942 period, $401,464. 


Lehigh Valley Coal Corp. — For 
nine months ended Sept. 30, 1943, 
het earnings, $540,718; for like 1942 


period, $806,420. 


Lehn & Fink Products—For the 
quarterly period ended Sept. 30, 
1943, net earnings, $97,175; for like 


1942 period, $84,511. 


Northrop Aircraft—For the fiscal 
year ended July 31, 1943, net earn- 
ings, $1,249,535; for preceding fiscal 


year, $3,044,741. 


Owens-Illinois Glass — For the 
fiscal year ended Sept. 3, 1943, net 


earnings, $9,431,148; for the preced- 
ing fiscal year, $8,439,037. 

Pacific Mills—For nine months 
ended Oct. 2, 1943, net earnings, 
$1,355,800; for like 1942 period, 
$1,172,000. 

Penick & Ford—For the quarterly 
xeriod ended Sept. 30, 1943, net 
sarnings, $275,111; for like 1942 
reriod, $344,510. 

Pere Marquette Railway—For 
1ine months ended Sept. 30, 1943, 
‘>t earnings. $3.168.737; for like 
1942 period, $2,153,780. 

Procter & Gamble—For the quar- 
terly period ended Sept. 30, 1943, 
net earnings, $5,153,396; for like 
1942 period, $4,515,649. 

Purity Bakeries—For the 12 weeks 
period ended Oct. 9, 1943, net earn- 
ings, $481,689; for like 1942 period, 
$370,114. 

A. O. Smith Corp.—For the fiscal 
year ended July 31, 1943, net earn- 


ings, $5,633,723; for like 1942 period, 
$3,700,995. 

Texas Co.—For the nine months 
period ended Sept. 30, 1943, net 
earnings, $29,110,467; for like 1942 
period, $26,458,117. 

acaas & Wacific—For the nine 
nonths period ended Sept. 30, 1943, 
‘et earnings, $4,543,924; for like 
1942 period $5,215,938. 

Union Carbide & Carbon—For the 
quarterly period ended Sept. 30, 
1943, net earnings, $9,753,274; for 
like 1942 period, $8,941,245. 

Union bacine 8S y ste m—For the 
nine months period ended Sept. 30 
‘943, net earnings. $32.708.005; for 
like 1942 period, $31,424,178. 

Van Raalte—For the nine months 
period ended Sept. 30, 1943, net 
earnings, $598,381; for like 1942 
period, $622,668. 

Bayuk Cigars—For nine month: 
ended Sept. 30, 1943, net earning: 


$1,022,432; for like 1942 period, 
$810,725. 

Container Corp.— For quarterly 
period ended Sept. 30, 1943, net 
earnings $530,364; for like 1942 
period, $509,570. 

Continental Baking — For 13 
weeks ended Sept. 25, 1943, net 
earnings $859,298; for like 1942 
period, $780,716. 

Industrial Rayon — For nine 
months ended Sept. 30, 1943, net 
earnings $1,196,451; for like 1942 
period, $1,506,403. 

McKesson & Robbins—For quar- 
terly period ended Sept. 30, 1943, 
net earnings $1,266,443; for like 
1942 period, $891,367. 

Pennsylvania R. R.—For eight 
months ended Aug. 31, 1943, net 
earnings $42,709,040; for like 1942 
period, $49,715,568. 

Shaeffer Pen Co.—For six months 
ended Aug. 31, 1943, net earnings 


$536,269; for like 1942. period, 
$422,808. 

Air Reduction—For quarter ended 
Sept. 30, 1943, net earnings $1,819,- 
195; for like 1942 period, $1,741,528. 
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MOST WANTED 
BY HEADS OF BUSINESS 


Choose the 
Leader... 


THE TIME WILL COME 
when transport and pas- 
senger planes, flying ot 
better than 1000 miles an 
hour, will be able to cir- 
cumnavigate the globe in 
a day and a night .. . to 
fly from Washington to 
Chungking between dawn 
and dusk ... to help shape 
the diverse nations of this 
earth into one world-wide 
community of free peoples. 
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JACKSON | 
MISSISSIPPI 


New Statistics 
on Metropolitan 
Jackson 


May we send you a copy of 
our new “Double-Return” mar- 
ket statistics of Jackson— 
Mississippi's 130-million dollar 
metropolitan market? Remem- 
ber-—WSLI offers you effective 
coverage of this market at less 
cost. 


|=BLUE NETWORK 
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THE TIME WILL COME 


when the ARVEY production lines, now devoted to the manu- 
facture of items for hastening Victory, will be readjusted to the 
needs of a world’s peacetime economy. In that blessed day, 
when Industry renews its demand for point-of-purchase displays, 
you will find us ready for your call. New materials, new inven- 
tions, new techniques, new processes that have evolved from our 
experience in war work, together with the designing and instal- 
lation of the very latest in up-to-date equipment, will enable us 
more fully to serve those who rely upon us for the latest and best 
in advertising displays. 


FOR ONE BROTHERHOOD 
of FREE MEN 


* 
Get in the Fight 


BUY WAR BONDS 


* 


WORLD’S LARGEST MOUNTERS AND FINISHERS OF 


ARVEY CORPORATION 


CARDBOARD ADVERTISING DISPLAYS SINCE 1905 


CHICAGO bd 


DETROIT € 


JERSEY CITY 
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Ad 


Miss Duff Joins Agency 

Pauline Duff, formerly advertis- 
ing director of I. Miller & Sons, 
Long Island City, N. Y., has joined 
Pettingeh & Fenton as_ contact 
executive for the Helena Rubinstein 
and Gourielli accounts. 


Gets Oil Account 

Hazard Advertising Company, 
New York, has been appointed to 
handle the advertising of Swan- 
Finch Oil Corporation, New York. 


Hard Coal Users 


BURTON 


Offered Furnace 
Care, Ash Removal 


Test Novel Service 
to Meet Competition 
of Fuel Oil Industry 


Philadelphia, Nov. 4.—Despite 
manpower and gasoline shortages, 
Furnaceman, Inc., this week opened 
the second of 500 projected branch 
offices offering home owners com- 
plete care of fire and furnace, and 
ash removal. 

The initial branch was opened re- 
cently in Lansdowne, Pa., a Phila- 
delphia suburb, with the new one 
announcing the special home service 
for anthracite coal users in the Al- 
bany, N. Y., market. The service 
is intended to help combat fuel oil 
suppliers and burner manufacturers 


for coal’s full share of the postwar 
market. 

Five-hundred line newspaper 
copy and extensive direct mail ef- 
forts back the test campaigns in the 
Lansdowne and Albany areas, with 
the company offering to “do every- 
thing from building a fire to taking 
away the ashes.” 


Promises Steady Heat 


“If the furnace needs cleaning, 
we'll clean it,” the opening ad tells 
prospects. “If it needs repairing, 
we'll fix it. If you want a new hot 
water heater, we'll supply it. We'll 
tend your fire once a day or twice 
a day or as often as necessary to 
give you steady, economical heat.” 

The Lansdowne manager was re- 
luctant to reveal backers of Fur- 
naceman, Inc., and Automatic Coal 
Burner Company, which also signs 
the ad. However D&H Coal Com- 
pany and Iron Fireman Mfg. Com- 
pany, Cleveland, manufacturer of 
Iron Fireman, are vitally interested 
in the effort to protect the tonnage 
of anthracite operators against the 
inroads of other heating methods. 
The announcement copy says merely 
that the new service, offered for the 
first time anywhere, “is backed by 
a strong company interested in 


making anthracite coal the most 
satisfactory fuel you can burn.” 

Other inducements offered the 
home owner are a supply of spare 
parts, expert repair service, grates 
and necessary controls for those 
who want to convert from oil to 
coal, and installation of “a famous 
Iron Fireman stoker” and thermo- 
stat if the consumer burns 40 or 
more tons of coal a year. 


See Vanishing Market 


Coal operators take the view that 
if coal heat must continue to be 
hand-fired, as it has for the past 50 
years, the domestic home coal mar- 
ket will vanish within 10 years after 
the war’s end. After the war they 
plan to work through and with coal 
dealers in promoting the sale of 
dampers, thermostatic systems, au- 
tomatic control devices, heaters, etc. 

By direct mail, the companies 
offer home owners a list of separate 
services, designed to meet varying 
needs. The first, care of fire and 
furnace and ash removal twice 
daily, costs the user $2.50 a week if 
his annual coal usage is eight tons 
or less, and advances to $3.75 for 16 
to 25 tons annually. Other services 
include care and cleaning of stoker- 
fed furnace and ash removal; hot 
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MAKING IT EASY 


‘to 


We'll take all the work 
OFF YOUR HANps: 


We have spare parts, and am expert repsir service “ 
you want te convert from oil to coal, we can install preter 
with the necessary controls. 


If you want AUTOMATIC HEAT 


We can install for you « thermostat and (if you burn w 
or more tone of coal « year) « famous IRON FIRE 4 \ 
stoker which makes shovelling unnecessary. U. lean 
and care for stoker-fed furnaces and het water boiler. 
well as for hend-fred ones 

Write, telephone or call. We'll be glad to look over sour 
heating plant and give expert advice without cont Oy 
service charges are low and sll our men are bonded ond 
reliable. Ask your coal man about us. Remember — ch; 
our object is to make the burning of hard coal « ples sure 
and profit to you. 


AUTOMATIC COAL BURNER COMPAny 
and man, Inc. 
14 Bast Balthmore Avenas 
Telephone Madison 1636 Lansdowne, Penns, 


Everything from building a fire to taking 

away the ashes is offered anthracite coal 

users in a new service being tested in 

eastern markets. This is the announce. 
ment copy. 


water supply boiler; unlimited fur- 
nace care; cleaning and adjusting 
furnace; annual cleaning, inspecting 
and adjusting furnace and stoker: 
and ash removal service alone. Fur- 
naceman, Inc., supplies the baskets 
and entices the prospect with the 
promise that ‘“‘We bend our backs to 
save yours.” 

Direct mail folders emphasize that 
from the standpoint of heating 
value and economy there’s no finer 
furnace fuel than anthracite. “But 
all coal users find a certain amount 
of inconvenience facing them each 
winter,” the copy adds. “They have 
to tend furnace. 


Can Be Eliminated 


“Such inconvenience, however, 
can be a thing of the past for you. 
Furnaceman, Inc., has found a bet- 
ter way to do the old job—a way 
that will take the load from your 
shoulders, and ease your mind at 
the same time. Furnaceman will 
take care of your furnace for you. 
“It’s a startling idea, and this is 
how it works. We offer several 
services, or propositions, designed to 
clean your furnace, fire it, and re- 
move its ashes. You choose the one 
most suitable to your requirements, 
and Furnaceman does the rest. Sup- 
pose, for instance, Proposition No. 1 
were selected. Under this, one of 
our men, all of whom are bonded, 
would come twice each day at hours 
which would be agreed upon. He 
would fire your furnace, shake the 
grates and remove the ashes. Once 
each week he’d take those heavy 
ash containers to the curb, and 
bring back the empties. He’d lubri- 
cate all working parts whenever 
necessary, and he’d check water 
levels in steam and hot water sys- 
tems every day. 

“He’d go his way leaving your 
furnace as you’d like to have it— 
drawing well, heating your home 
efficiently. Your cellar would be 
neat, too, after he had left. Our 
man would build that important first 
fire, and he would see it through.” 

Iron Fireman, in its most recent 
company publication, reproduces 4 
letter from H. A. Gray, deputy solid 
fuels administrator for war, praising 
manufacturers of coal stokers and 
dealers for participating in the gov- 
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t-sponsored drive to con- 
ernmeroal and other war-essential 
products. The industry pledge to 
cooperate was made through the 
Stoker Manufacturers’ Association. 

Cc. T. Burg, general sales man- 
ager of Iron Fireman, points out in 
the same issue of “Iron Fireman 
Magazine” that his factory and 
dealer organization must not just 
endorse the fuel conservation pro- 
gram, but must go out and sell 
stokers. as : 

“Government authorities believe 
that stokers will cut the tonnage 
of coal consumed by 20%, and we 
know that they are right,” he says. 
“Saving fuel and manpower is 
exactly the thing that we have been 
advertising and selling to our pros- 
pects for 20 years!” 

Washington is making available 
critical material for production of 
Class A stokers, he reminds dealers, 
and is approving conversions from 
hand-firing where the job burns as 
little as 40 tons, and up, per year. 
Iron Fireman’s commercial-indus- 
trial stokers cover “the very market 
we can sell today,” he adds, for it is 
in smaller commercial heating and 
power plants that experts estimate 
the bulk of coal tonnage that can be 
saved. 

The company is offering dealers 
mats of three timely newspaper 
advertisements, direct mail service 
through the Cleveland office, and is 
urging them to make personal calls 
on every prospect, 


Gas Association 
Plans Promotion 


for Ranges in ‘44 


St. Louis, Nov. 3.—Plans for in- 
creased promotion of Certified Per- 
formance gas ranges in 1944 to 
help dealers and gas utilities build 
postwar business were announced 
by Lloyd C. Ginn, chairman, CP 
Sales Management Committee, As- 
sociation of Gas Appliance and 
Equipment Manufacturers, at the 
American Gas Association conven- 
tion here recently. 

The °44 program is scheduled to 
include trade publications in the 
zas, building, architectural and 
ther fields, direct mail and point- 
»f-sale material, and a nationwide 
newspaper campaign utilizing ad- 
vertisements placed by utility deal- 
ers in local papers. The plan will 
follow the general line of the 1943 
campaign during which 90 compa- 
nies in 40 states purchased 1,000 
mats which were used for an esti- 
mated 20,000,000 impressions. More 
than 800 newspapers were included 
in the campaign. 

Wortman, Barton & Goold, New 
York, is the agency. 


Named Assistant to V. P. 


C. A. Smith, manager of factory 
service, East Pittsburgh plant of 
Westinghouse Electric & Mfg. Com- 
pany, has been appointed assistant 
to Thomas I. Phillips, vice-president 
of the East Pittsburgh divisions. 


Gray Adds Accounts 


Russell T. Gray, Inc., Chicago in- 
dustrial agency, has been appointed 
advertising counsel for Carver Pump 
Company, Muscatine, Ia.; Iowa Mfg. 
Company, Cedar Rapids; and Natu- 
ral Gas Odorizing Company, Baton 
Rouge, La. Business papers and di- 
rect mail are being used. 
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Whose trade mark is this? 


Cigaret Production 
Up; Industry Faces 
Leaf Shortage 


New York, Nov. 3.—Approxi- 
mately 255,000,000,000 cigarets will 
be produced this year for domestic 
consumption, compared with 253,- 
800,000,000 last year, according to 
Business Week. In addition to tax- 
paid cigarets moving into domestic 
consumption, it is estimated that 
35,000,000,000 American  cigarets 
will be shipped tax-free this year 
to U. S. and Allied military forces 
overseas, against 18,000,000,000 last 


ear. 

Authoritative sources say the 
industry will roll out this year 
roughly 290,000,000,000 cigarets for 
domestic and foreign consumption, 


a gain of 36,200,000,000 or 14.3% 
from 1942’s total of 253,800,000,000. 
By way of comparison with the last 
war, production for 1916 and 1919 
was 25,000,000,000 and 53,000,000,000 
respectively. 

Although the industry is con- 
cerned over the recent proposal to 
increase the excise tax on cigarets 
from $3.50 to $5 a thousand, as well 
as the reluctance of the Office of 
Price Administration to lift the 
price ceiling on their product in the 
face of increased operating costs, the 
chief problem is the shortage of leaf 
tobacco. Rumors that the industry 
is rapidly running out, and the 
threat of higher taxes, have caused 
a run on manufacturers. 


Willard Pictures Move 

Willard Pictures, New York, has 
moved its offices and studio to larger 
quarters at 45 W. 45th St. 


FTC Complaint Hits 


Tea Bureau, Agency 


Washington, D. C., Nov. 2.—A 
great prewar institutional advertis- 
ing campaign to promote the con- 
sumption of tea in the United States 
resulted today in Federal Trade 
Commission complaints against Tea 
Bureau, Inc., New York, and Wil- 
liam Esty & Co., New York agency. 

The campaign, including an esti- 
mated $1,000,000 in newspaper, 
magazine and radio advertising, 
had been placed by the Tea Bureau, 
a subsidiary of the International 
Tea Market Expansion Board Ltd., 
a corporation sponsored by tea 
growers of British India, Ceylon, 
Sumatra and Java. 

According to the FTC complaint, 
the copy had represented that tea 
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would relieve chronic fatigue and 
nervousness; that it will improve 
health, increase vitality and restore 
energy, and that it may be drunk 
without injurious effects. 

The complaint denied these 
claims, asserting that tea is not 
beneficial to anyone beyond a tem- 
porary stimulating effect from the 
caffeine content, and that it may be 
harmful to many persons. There- 
fore, the complaint said, it may not 
be drunk in any quantity without 
injurious effect. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—Mimeographing 
THE LETTER SHOP, Inc, 


431 8. Dearborn St., Chicago Wab. 8665 


| 
| 


If you’ll write Collms, Miller 
& Hutchings, Inc., Photo- 
engravers, 207 N. Michigan 
Ave., or phone FRAnklin 


5854, we will tell you. » 
NR a a ARN 


PRESERVING 
ADVERTISING VALUES... 


THE OREGONIAN’S 24-sheet poster showing in Portland tells the wartime 
story of our diligent efforts to “SPREAD THE NEWS! 


CIRCULATION is frozen at an all-time high and new subscription 
requests are On a waiting list. 


The Oregonian’s famed CLASSIFIED section has met the new space 
limitations with a 33% saving in columns per week, yet it 
accommodates a growing unit count of ads. 


Your DISPLAY advertising, accepted on a five-day leeway, 

benefits by a favorable—and protected—news balance. . . 
PRESERVING THE HIGH READER-INTEREST which 
keeps The Oregonian one of your best advertising buys. 


C i 
The Great Newspaper of the West 
PORTLAND, OREGON 


Represented Nationally 
by Paul Block & Associates 


a { “> oe a ; ae z ar . : - Pe ae ’ ikea ee r ‘ 4 — : ts a 4 mats a fi ie ee y ne eb 
Web Os ; Be : > , ie = AN a abe > =a Pe. nt Sng, Ae ¢ TIO Pema sca gins a, Fits ae si 
3 : . eb oe 
eae, isa Sie ne aed : vee ao ass fe : cs, 5 Sg eae " , # : e ti ‘ “ Aol . ' ion Re ‘ : Py it ae ’ s 2 i sale . aa ve : : * re : wal .y uy 4 =e aN, f 
ry ae ‘ : a ’ eee us 
’ 25 | = Pix 
| | ~~ 
NDS! ES 7 
5 a 
: . 
oe 7 
ates ee 
a 
~ | 
PANY | : ees 
@ coal 2 ir ee gins ee SE ” 
ted in | = ted A eos coe pe ph aries. Pm a 
Dunce- } | ——= eT : oe . id, a . a Xs = 
1 fur- e i Weg te 1% 
usting ‘ a sid 
ting i ‘ SPRe Pics = 
toker; , AD THE N . 
, Fur- | aa Ews . 
askets | on 
h the | : ie 
cks to YYZ jiu . ats 
e that | Yate 4 ; 
ting Si A N ? 
- finer ' 
“But | tl C 
nount rs | ¥ 
each aS Uo 4 < 
have | 4 ! > an F 
| | H YOUR HEKHPS'' aa 
vever, | oe a ij 
> you. fh - 
a bet- | —— a ' | ; 
| Way —— SS x ; : 
your a — | 
nd at ' —. ZZ | : 
= aa 
5 S- - 4 : 
his is —_ co a : a x 
veral es A Th- io > | i 
1ed to - sat ; | " 
id re- ‘ i 
e one is 
nents, - 
Sup- | . 
No. 1 
ne of 
nded, 
hours | 
. He 
e the ; 
Once ie 
heavy ae 
a) i : 
lubri- =a 
never : 
water 
* sys- | 
your 
> it— } 
home 
ld be 
Our 
it first 7 
ugh.” i 
“ecent 
ces a 
solid ; : 
A (y ee | 
for 7 
se KY a 
| ey 
< t: Me, 
e- -| = 
ming x 
4 ” 
ae 
' 
er: 
. Kat * ay oie 7 3. vee 4 oe ek <e ae - “+ a : ee 2  epdnipatiie 55 “2 a oem = * ae ee 3 ~~ : te ; r : . = t . é od : K =o bis secae aril By , . n ee =? : * i ie 


38 
Conway, Lateau to NBC 


Walter H. Conway, formerly of 
Station KYA, San Francisco, has 
been appointed assistant manager of 
the advertising and sales depart- 
ment of National Broadcasting Com- 


pany’s central division, succeeding | 


Gilbert McClelland. Herbert Lateau, 
who recently received an honorable 
discharge from the Army air forces, 
has been appointed production di- 
rector. 


Ott to Address CIAA 


John Ekern Ott, plant manager of 
the Archer plant of Acme Steel 
Company, Chicago, will address the 
Nov. 8 dinner meeting of the Chi- 
cago Industrial Advertisers Associa- 
tion on “How Advertising Aids 
Manpower Solution,” at the Hotel 
LaSalle. 


SURE: OR 
925 successful 
608 years under the 

pen of Merle Thorpe 


Choese the 


leader... 


Tacoma Ad Club 


Draws Up Salvage 
Campaign Challenge 


Tacoma, Wash., Nov. 3.—Tossing 
a new note of competition into the 
nation’s salvage campaigns, the 
Tacoma Advertising and Sales Club 
has mailed out challenges to mayors 
of 287 other cities, daring them to 
match accomplishments of the Ta- 
coma salvage committee. 

The Tacoma plan is described. in 
a brochure sent to the other mayors 
by his honor, Harry P. Cain, with 
the sporting proposition that the 
loser forfeit to the winner his oldest 
pair of pants. 

“When it comes to scrap, I’ll bet 
Tacoma citizens are better at it than 
the citizens of your city,” the mayor 
wrote. “They have a plan of action 
—the Tacoma plan. And, sir, it 
works! 

“They volunteered to tackle my 
biggest headache — and they’ve 
licked it! I'll bet you’ve got the 
same headache right now. If so, 
there’s aspirin for you in the fol- 
lowing pages. I await, sir, proof of 
a better record or receipt of your 
pants, postage paid, which I promise 
will promptly be contributed to the 
Tacoma Salvage for Victory Com- 
mittee.” 


The challenge was conceived, 
executed, financed and distributed 
by members of the Tacoma ad club, 
who themselves took care of the 
actual mailing. They also sent hun- 
dreds of other copies of the brochure 
to salvage chairmen, newspapers 
and magazines, radio stations and 
other advertising clubs. Release of 
the news here brought front-page 
publicity to the club’s effort to step 
up salvage operations, but the club 
emphasizes that it isn’t seeking city 
publicity but hopes to make a direct 
contribution to the nation’s war 
effort. 

The brochure tells how Tacoma 
collected scrap last fall, piling up 
6,000,000 pounds, but found out that 
sorting, breaking up and baling 
presented a new problem. The 
solution turned out to be inexperi- 
enced volunteers who learned to 
operate cutting torches Sundays at 
“Scrap Iron Acres,’ with other 
volunteers serving lunches. 


* Worked In Seven Months 


“In slightly more than seven 
months,” the booklet proclaims, “‘the 
Tacoma plan has salvaged enough 
volunteer manhours to classify, pre- 
pare and ship: 1,125,000 pounds of 
steel; 3,633 pounds of copper, brass 
and bronze; 1,557 pounds of alumi- 
num; 2,596 pounds of lead, zinc and 
pewter; 25,047 pounds of rubber, as 
well as other miscellaneous items.” 
In sustaining drives 173 tons of tin 
cans were salvaged; 10,202 pounds 
of silk and nylon hosiery, and 
104,494 pounds of household fats. 


| We've got a hoo 
in our voice 


One’s larynx, we'll admit, is an unusual 
place to find a hook. Particularly a radio 
station’s voice box. 
you'll find ours. 
too, if ever you saw one. 


Yet that’s where 
A diabolical weapon, 


way, smiling broadly. 
does not wrap packages.) 


This hook in the voice of WHK pulls cus- 
tomers in off the street, extracts money 
from their pockets, hands them your 
merchandise, and sends them on their 
(No, Cuthbert, it 
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a 


town. 


We know all this, because we get our 
dope straight from Cleveland’s best- 
informed feedbox—the merchants of our 
They use more time over WHK 
than over any other leading station. 
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TACOMA CLUB SENDS MAYOR'S CHALLENGE 


Charles E. Devlin, advertising director of the Douglas Fir Plywood Association 
and president of the Tacoma Advertising & Sales Club, helps Mrs. Harry P. Cain. 
wife of Tacoma's mayor, get out the club's brochure carrying a personal chal. 
lenge to the mayors of 287 cities on salvage committee accomplishments. 


The brochure lists the varied 
worker, fraternal and businessmen’s 
organizations which volunteered to 
help with the salvage, as well as 
details of how the plan works and 
letters from organization chiefs to 
Sam I. Powell, chairman of the 
Tacoma Salvage Committee. 


pairs of second-hand trousers from 
the mayors of the nation’s largest 
cities.” 


Mrs. Langdon Advanced 


Louise Langdon, who has been 
copy chief of Bonwit Teller, New 


Idea, layout and main copy for| York, since February, 1942, has 
the promotional effort were pre-|been appointed advertising man- 
pared by Lloyd Thorpe, club vice-|ager of the store. Before joining 
president; cartoons and engravings| Bonwit, Mrs. Langdon was head 


by Sten Wood, Tacoma Engraving| copywriter in home furnishings at 


Company; and printing by Hazel|L. Bamberger & Co., Newark, and 

Evans, Anderson Printing Company,| before that was on the editorial 

all members of the ad club. Cost! staff of the New York Herald Tri- 

of the brochure was borne by the]! bune. 

club, salvage committee, Weyer- etietatiticngiaastl 

haeuser Timber Company, Douglas . 

Fir Plywood Aenolalionk Wanton Herbert Joins Owl 

Chamber of Commerce, Tacoma James D. Herbert, president of 

News Tribune and Tacoma Times.| the Guild Artists Bureau, New York 
In its accompanying letter to|has joined the New York overseas 


other advertising clubs, the Tacoma 
group added this final challenge: 
“This is no racket—except the noise 


WARTIME SHOPPING HABITS 
vie, mp MEVBALED BY... .8 
FIFTH AVENUE SURVEY! 


branch of the Office of War Infor- 
mation. Dorothy Dorning has been 
appointed director of the Guild Bu- 
reau during his absence. 


NEWSPAPERS CAN I & . 
USE TO SELL QUALITY We 
PRODUCTS? THE WAR 

MUST HAVE CHANGED READING 


No wonder WHK is retailers’ choice in 


Cleveland. 


Merchants have found out 
that WHK sells ...the... goods! 
day's retail advertising doesn't pay off 
tornorrow—oh-oh! But, no oh-oh! where 
WHK is concerned. That's because we're 
the Voice with the Hook. Try us and see. 


If to- 


WHK 


Retailers’ 


Represented by Paul H. Raymer Co. 


United Broadcasting Co., Operators of 


WHK — WCLE, Cleveland and 
WHKC, Columbus 


No Wonder 


is 


AND SHOPPING HABITS...... 
BUT STILL.... 


1 DONT WORRY. 1 > 
| KNOW. FACT FINDERS 
S was JUST COMPLETED 
=} A SURVEY OF READING 
= AND SHOPPING HABITS 
OF FIFTH AVENUE CUSTOMERS 


Choice in Cleveland j| 


FOR THE NEW YORK POST. 
FREE COPIES TO ADVERTISERS 
AND AGENCIES FOR THE 
ASKING .7— 


ED. KENNELLY, NATIONAL ADVERTISING MANAGER 
We gjempley ne aational representatives. 
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Bankhead Bill Is 
Approved; Awaits 
Action by Senate 


Washington, D. C., Nov. 3.—The 
banking and currency committee 
advised the Senate this week that 
the flow of money into government 
securities could be speeded by pas- 
sage of the Bankhead bill providing 

‘ for the purchase of $30,000,000 an- 
nually in paid newspaper space to 
promote war bonds. 


the dissemination of their bond sale 
appeals to places other than those 
prescribed by these donors,” the re- 
port declared. 

The report pointed to results of 
the 3rd War Loan drive as an 
example of unsatisfactory concen- 
tration of bond sales. It emphasized 
that only 28% of Third War Loan 
Drive sales had been to individuals, 
and that the quota for “E” bonds 
had been undersubscribed. 


Joins Agency Statf 

Ray Schoonover, formerly with 
J. M. Mathes & Co., New York, has 
joined Wildrick & Miller, New York 
agency, as production manager. 


Lehman-Chicago 
Mail Order Stock 
Switch Proposed 


Chicago, Nov. 2.—The Chicago 
Mail Order Company, third largest 
mail order house in the country, 
last week announced an arrange- 
ment with Lehman Brothers in what 
is believed to be a pioneering effort 
between industry and the banking 
world to collaborate in plans for 
future expansion and postwar op- 
erations. 

Arrangement calls for purchase 
of an interest in the company by 


|Lehman Brothers, combined with 
participation by the New York in- 
vestment banking firm in a joint 
|}advisory committee to cooperate 
| with the company’s management on 
postwar problems and policies. 

Edgar L. Schnadig, president of 
Chicago Mail Order, disclosed the 
arrangement in a letter to stock- 
holders in which he said that direc- 
tors had “come to the conclusion 
that it would be decidedly advan- 
tageous to the company to avail 
itself of the advice, cooperation and 
knowledge of an organization with 
broad merchandising and financial 
experience.” 

His letter called a stockholders’ 
meeting for Dec. 7 to approve terms 
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of the proposed arrangement. Own- 
ers of substantial amounts of stock 
have already expressed approval, 
he said. 

The contract provides for the im- 
mediate purchase by Lehman Broth- 
ers of 5,000 shares of Chicago Mail 
Order treasury stock at $15 a share, 
and gives Lehman Brothers an op- 
tion to buy an additional 53,000 
shares of the company’s authorized 
and unissued stock at prices rang- 
ing from $17 to $21 per share. 

Founded in 1889 as a millinery 
house, Chicago Mail Order was in- 
corporated in 1902 and has steadily 
expanded its general retail line. It 
specializes in family wearing ap- 
parel and style merchandise. 


Summarizing a week of hearings | B® 


on the bill, at which no opposition 

witnesses appeared, the committee | 
declared that contributed advertis- | 
ing fails to reach 52% of the popu- | 
lation which resides in rural areas. 

Government advertising, it said, 

would provide “more intensive’’ so- 
licitation of the masses outside ‘the 
limited number of places” reached 
by sponsored newspaper advertis- 


° ing. 
ain ‘Although the Senate debate on a 
hal. foreign policy resolution has de- 

nts layed the Senate calendar so that 

; action on a proposal for paid gov- 

——— ernment war bond advertising must 
from wait at least two weeks, Senator 

irgest Bankhead, author of the bill, will 

press for action at the earliest pos- 
sible moment. 

Ye | Says Promotion Is Inadequate 
been In reporting the bill, the commit- 
New tee said that “a more widespread 

has diffusion of bond ownership is im- 
man- perative to the successful stabiliza- 
ining tion of our economy. A program of 
head integrated bond advertising, reach- 
gs at ing into every city, town, hamlet, 
~ and and farm home, paid for by the 
torial government itself, should induce the 
Tri- investment of individual funds be- 

yond the returns from the Treas- 

ury’s sole dependence upon volun- 

tary donations of advertising space.” 

“The assumption that voluntary 

nit of contribution of sales promotion 

York methods are sufficient to evoke ape 

seas sustained demand for government 

nfor- securities on the part of all citizens, 
been seems contrary to the facts,” the re- 

1 Bu- port continued. 


Under the voluntary system, it 
contended, war bond advertising 
was restricted to densely populated 
areas, “The Treasury’s main re- 
liance on the admittedly large do- 
nations from hundreds of national 
advertisers, whose newspaper space 
contributions are circumscribed by 


population considerations, demon- 
strates the inadequacy of the pres- 
ent bond promotion program,” the 
report said. 

“Seldom Seen by 52%” 

The committee explained that 
testimony showed that “this heavy 
barrage of eye appeal” is seldom 
seen by 52% of the population 
which resides in smaller cities, 
towns or rural areas. “Obviously, 


the Treasury, being the recipient of | 
the national advertiser’s gratuities, | 
can do little, if anything, to extend 
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A dd all these great new sources of industrial 
strength to what the Pacific Coast had before the 
war (primarily Agriculture, Petroleum, Lumber, Mo- 
vies). Then allow for post-war slackening of the 
pace. Whether you figure it ultra-conservatively or 
liberally, the answer comes out the same—the Paci- 
fic Coast is a whale of an “A-Schedule” market for 
tomorrow as well as today. That's why this lucrative 
area is worth cultivating intensively today, with the 
extensive, economical one-in-every-two family cov- 
erage of the “Big 3”. New customers are yours for 
keeps when you “A-Schedule” the “Big 3”. 
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THE “BIG 3” reaches 1 OUT OF EVERY 2 FAMILIES! 
...In 1-2-3-4 or colors at preferential group rates ! 
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40 
Harries Joins NRDGA 


Llewellyn Harries, recently re- 
tired Army captain, has been ap- 
pointed manager of the sales pro- 
motion division, National Retail 
Dry Goods Association. He succeeds 
Richard G. Meybohm, who resigned 
to become publicity director of the 
J. _ Robinson Company, Los An- 
geles. 


“Say pal, you wouldn’t mind lis- 
tening to all the newscasts on 
WFDF Flint Michigan tonight, 
would you?” 


In Washington .. . 


Critical Stage 
Reached in New 
Radio-FCC Battle 


Craven Favors Law 
to End Interference 
with Station Affairs 


Washington, D. C., Nov. 4.—The 
unending battle between the leaders 
of the radio industry and James 
Lawrence Fly moved into a new and 
critical stage this week when the 
Senate interstate commerce commit- 
tee began consideration of the 
White-Wheeler bill to reorganize 
the FCC. 

This piece of legislation is partic- 
ularly galling to Mr. Fly because it 
specifically robs the FCC of any 
right to regulate the business or 
programming side of radio, and to 
add insult to injury, it reduces the 
chairman of the FCC to a glorified 
office boy, responsible for adminis- 
tration of policies adopted by two 
independent groups df commission- 


ters and the other to common car- 
riers. 

On the other hand, the White- 
Wheeler bill has strong appeal to 
broadcasters who have been fighting 
Mr. Fly for more than four years 
over the television freeze; the news- 
paper ownership issue; the network 
monopoly rules, and_ currently 
“freedom of speech on the air.” 
They know he will be in his job un- 
til 1949, and they see little hope for 
security unless that job is reduced 
considerably in stature. 

At this most critical moment of 
his career, the FCC chairman found 
himself deserted this week by at 
least one of his commissioners. 
Shortly before Mr. Fly went before 
the Wheeler committee Wednesday, 
Commissioner T. A, M. Craven pub- 
licly announced that he believed 
Congress should adopt legislation to 
prevent the FCC from interfering in 
the business and programming af- 
fairs of radio stations. 

More’ pointedly, Commissioner 
Craven told a section on administra- 
tive law of the district bar associa- 
tion that he felt all this discussion 
about “freedom of speech on the 
air” was wrong. He said the FCC 
itself was the greatest potential 
threat to freedom of speech on the 
air, and that the best solution to the 
problem of getting a bigger variety 
of opinions on the air lay in getting 
more stations on the air. 


ers, one devoted to broadcast mat- 


Commissioner Craven, who is a 


highly respected technical man, pre- 
dicted that development of ultra 
high frequency waves during war- 
time will make it possible to expand 
radio’s opportunities to such a de- 
gree that “the day need not be far 
removed when there will be suffi- 
cient opportunity for any number of 
persons with sound business judg- 
ment to establish a radio broadcast 
enterprise in any community of the 
country.” 

In fact, he warned, the future 
danger may well be that so many 
stations will be established in a 
community that the business public 
will not be able to support them all. 

While radio is cloaked with a 
public rather than a private inter- 
est, he said, nevertheless it must not 
be considered as a common carrier. 
If radio is to be as free as the press, 
he continued, it must have freedom 
such as the press enjoys under the 
bill of rights. 

Commissioner Craven said that 
the best way he knows to assure 
“freedom of access” to the micro- 
phone is to establish competitive 
stations, and to enact legislation 
prohibiting broadcasters from dis- 
criminating in selling time. With the 
present Supreme Court decision, he 
declared, it is not unreasonable to 
expect that the FCC will proceed 
further into the realm of regulation 
of the composition of radio traffic. 

“This situation should be clari- 


fied by legislation which prohibits 


“It says: The Cincinnati Enquirer is weighing in with the heaviest 
national advertising gain...and is the hottest buy in town.’ 


F YOU'RE planning for '44, and the solid Cincinnati market is 
I on your schedule, cast an eye on the national advertising linage 
figures for Cincinnati newspapers. Why has The Cincinnati En- 
quirer made such an outstanding gain? Because this 100-year-old 


newspaper tips the beam with greater value! 


The Cincinnati Enquirer is the most powerful influence among 
the thinking, doing, money-making people in this town—and de- 
livers your message to them at the lowest cost. Your advertisement 
has greater visibility in The Enquirer, too, and gains prestige from 
its association with the nation’s leaders, as well as the advertising 


of Cincinnati's finest stores. 
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the FCC from regulating the oo. 
position of radio traffic or in an, 
other way, directly or indirect, 
promulgating any regulation fixing 
any condition which would interfere 
with the right of free speech }, 
means of radio communication,” }, 
said. 

Only other FCC commissioner {, 
express himself on the freedom 
discussion issue is Commissioner ¢ 
J. Durr, who defended the chai: 
man’s position at the Free World 
Congress in New York last week 

Asking, “What would our civiliz. 
tion be like if the culture and ide 
which we receive from radio ay 
merely a by-product of the adver. 
tising business,” Commissioner Dy,, 
suggested that “broadcasters ¢q, 
well afford to be generous in mak. 
ing time available for discussion ¢; 
public issues when no buyer for the 
time is in sight.” As advertising jp. 
creases, he asked, “Can broadcast. 
ers be relied upon to resist the pres. 
sure to make the maximum profit?” 

Commissioner Durr reviewed the 
network fight against the anti-mon. 
opoly rules, asserting that they 
“raised the old cry that the FCC 
was stifling their freedom 4; 
speech;” resorted to action which 
delayed application of the rule 
nearly two years, and “are now rais. 
ing the cry that the Supreme Cour 
itself is trying to suppress freedom 
of speech.” 

* ” ” 

The Navy reported this week that 
112 correspondents of all publicity 
media have been accredited to va- 
rious fleet and sea frontiers. These 
include 36 for wire services; 10 for 
radio networks; 11 for newspaper 
syndicates; 15 from metropolitan 
newspapers; 15 for still photo pool 
8 for motion picture pool; 1 artist 
14 magazine writers and 2 Ra 
Cross. 

+ * as 

The Negro population of the 
United States is nearly 13,000,000, 
the Department of Commerce re- 
ports, an increase of 8.2% between 
1930 and 1940. A survey shows tha 
22.8% of Negro-occupied dwelling 
units are owned by the occupant. 


Frith to Install Soy 
Processing Plant 


The Frith Company, Dubuque, Ia 
has announced plans for installatio: 
of a new soybean processing plar 
to be known as Dubuque Soy Prod: 
ucts Company, to manufacture oil 
for use in explosives and soybean 
oil meal for livestock and poultry 
feeds. The new division is expectec 
to be in operation by January. 

E. T. Frith is president, Emi 
Tropf, vice-president, and Anna C 
Frith, secretary-treasurer. Lloyd A 
Meyer is sales manager and directo’ 
of the feed division. 


Heads Hoyt Kitchen 


Kathleen Dunning, home econo: 
mist and advertising writer, hai 
been appointed by Charles W. Hoy’ 
Company, New York, to supervise 
the work of the Hoyt testing kitchen 
and specialize in food research and 
the development and testing of re- 
cipes for Hoyt’s clients in the food 
field. Recently she has been assist- 
ant in consumer relations for the 
Borden Company. 


‘Herald’ Names Phillips 


Richard H. Phillips has been 
appointed advertising manager © 
the Evening Herald, Easton, P%. 
Mr. Phillips has been classifiee 
advertising manager and in the dis 
play advertising division of 
Easton Free Press for the past iv 
years, and previously was with the 
Tribune and Dispatch, Scranton, Pé 
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fairly, and will study the quality of 
the durable goods, such as electric 
irons and washing machines now in 
consumer hands, to determine what 
condition they are in. 

Techniques employed for the sur- 
vey were worked out by OWI and 
the Bureau of the Census, and have 
been approved by the nation’s out- 
standing experts in the field, includ- 
ing A. M. Crossley, of Crossley, Inc.; 
George Gallup, director, American 
Institute of Public Opinion; Paul 


boards; garbage cans, outdoor and | 


kitchen; tableware; can 
lunch boxes, dinner pails; thermos 
bottles; brooms, wet and dry mops; 
plates; cups, saucers and clothes- 
pins. 


rics; women’s cotton hosiery; rayon 
hosiery, panties, slips, brassieres, 
girdles, inexpensive dresses; girls’ 
school dresses; children’s snow suits; 
infants’ and children’s shoes; babies’ 
waterproof pants, diapers; zippers, 


openers, | scourers, 


Another list will cover metal pot 
razor blades, hairpins, 


| bobbie pins, laundry soaps (bar and 


flake), straight pins, safety pins, 


needles, thread, flashlight batteries. 
’ | Covered in a special group are 
List 2 includes cotton dress fab-|farm products, 


including poultry 
|netting, woven wire fence, barbed 
| wire, field hoes, various tools, insect 
spray guns, 5-gallon cans, storage 
tanks, batteries, harness, and shot- 
gun ammunition. 


A sixth group includes radios, 
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Sealy Sponsors News 

Sealy Mattress Company, Los An- 
geles, will begin sponsorship, Nov. 
21, of a 15-minute radio program 
featuring Alvin Wilder, commenta- 
tor. The program will be aired from 
10 to 10:15 a. m. over the basic Pa- 
cific Coast network of NBC. 


New Lewis Account 
Tech Laboratories, Jersey City, 
N, J., manufacturer of electrical re- 


Lazarsfeld, research professor, Co-| elastic tape; sheets, bath towels and/jelectric irons, washing machines,| sistance instruments, has named 
lumbia University; Elmo Roper; T.| kitchen towels. bicycles, heating stoves, gas and| Lewis Advertising Agency to direct 
M. Brown, Harvard Business School| On a third list, the survey will| electric cooking stoves, mechanical] its account. Marshall L. Simonson 
professor of business statistics, and|seek data on work shirts, shoes,|refrigerators, ice boxes and sewing| is account executive. 
S. M. Wilks, professor of mathemat-| gloves, dungarees, overalls; men’s|machines, vacuum cleaners, mat- . 
ical statistics, Princeton University. |winter underwear, undershirts,| tresses, studio couches and sofas. Joins Copy Staff 

115 Items Included shorts; alarm clocks; electric light In a group of services, OCR will Frances C. Alexander, formerly 

bulbs; iron cords; radio tubes; scis-|study laundry; dry cleaning; shoe,|in the advertising department of 

The 115 items covered include|sors; safety razors; automobile tires| watch, clock and automobile repair-| Gimbel’s, New York, has joined 
seven separate lists. List 1 covers|and tubes; children’s cribs; baby|ing; plumbing and heating; radio,| John A. Cairns & Co., New York, as 
pots and pans; wash tubs, wash-| carriages, strollers and play pens. motor and other repair services. a copywriter. 


The war bond for Christmas campaign, 

in which retailers of the country will 

play 2 major role, will be backed up by 

this poster, which is being distributed 

to stores by the retail stores section, war 

fnance division of the Treasury De- 
partment. 
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or te efficiency of war workers, farmers nondirectional ; Philadelphia s first FM Station 
and other civilians. : : ; 
Jr. Vues said that pe: Rai a and one of the first stations in the country licensed 
also determine whether available 
Ps Civilian goods are being distributed for Television) so WCAU will face the new 
s been 
age © horizons to come, maintaining its position among 
on, Fé. 
a aa A SWEET SPOT the truly great broadcasting stations of tomorrow. 
e als 
of the for a Good 
yast nve 
wien the LAYOUT AND DESIGN MAN 
iton, Pa @ How would you like to get home 
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on time for dinner every night... 
seldom burn midnight oil . . . work 
with a fine, congenial group of sea- 
soned copymen and account execs 
- « use your talents on an interesting, 
diversified group of accounts . . . 
live in a clean, unusually attractive 
mid-west city of 400,000... an 
make a respectable salary that will 
buy you much more than in New York 
or Chicago? 
Ours is a long-established agency 
serving blue-ribbon agricultural, home 
furnishings and industrial accounts of 
strictly national character. Business is 
stable, with some accounts runni 
ck years. Bonus whenever busi- 
ness warrants (every year since 1936). 


The man we're looking for should be 
first of all a versatile layout man who 
can quickly visualize copy ideas and 
ut them into distinctive, practicable 
syout form. Ability to letter is sec- 
ondary. 

If you think you fit this picture, write 
at once ome full particulars about 
yourself including family status and 
salary requirement — and please en- 
close @ snapshot. Also, send repre- 
sentative samples. Applications 
Strictly confidential. All material will 
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DAYTON 
EMPLOYMENT 


42% in 3 years 
124% in 10 years 


Busy Dayton .. . with the highest percentage of population in- 
crease in Ohio . .. is destined to be BUSY after the war. This sensa- 
tional growth is not accidental. Dayton is a vital three-way 
market... Agricultural, industrial, and Military. Dayton employs 
more people, at higher wages, than ever before. This condition 
will remain after conversion to consumer needs. 


LAST 3 LAST 10 
Bc YEARS YEARS 
cl ZONE 1943 ( EST.) GROWTH GROWTH 
POPULATION +288,119 19% 28% 
FAMILIES $90,059 19% 28%, 
EMPLOYMENT 69,000 42% 124% 
PAYROLLS* $216,000,000 114% 244%, 
RETAIL SALES $234,000,000 99% 200%, 
*Industrial only (total county payrolls $400,000,000) « 


+ War Ration Book No. 2 Registrations 


THE DAYTON (OHIO) 


JOURNAL-HERALD 


Morning * Evening * Sunday — Dayton's Largest Dally Circulation 
Nationally Represented by The Geo. A. McDevitt Co. 


Petrogalar Keeps 
Selling Despite 
Change in Name 


Advertising to Be 
Stepped Up Next 
Year, Official Says 


(Picture on Page 55) 


Chicago, Nov. 4.—Though many 
another pharmaceutical product has 
fallen by the wayside, Petrogalar— 
mineral oil emulsion which a lot of 
doctors and other folks still call 
“Petrolagar’—is going strong after 
21 years, with sales still increasing. 

Petrogalar hasn’t been merchan- 
dised directly to the public, for the 
management of constipation, since 
1924 but its manufacturer, Petro- 
galar Laboratories, Inc., is advertis- 
ing it regularly and extensively to 
doctors, nurses and others via busi- 
ness papers and direct mail. Over- 
all promotion was stepped up this 
year, and plans call for still greater 
efforts in 1944, according to R. S. 
Danvers, advertising manage -. 

“Petrolagar” became Petrogalar 
early last year, when the manufac- 
turer decided to make the switch in 
trade names. It kept “Petro” and 
added “galar,” a variant of the 
Latin word galia. The variant, 
company officials explained to the 
Council on Pharmacy and Chemis- 
try of the American Medical Asso- 
ciation, could well be considered 
descriptive of the product, since 


galia means a kind of covering 
thing, and Petrogalar contains an 
emulsifying agent. 

To many physicians the country 
over, however, to patients who ask 
for the product at the drug counters, 
and to some veteran employes of 
the pharmaceutic house in Evans- 
ton, it’s still “Petrolagar.” 

The company, now engaged in 
production of supplies for the armed 
forces as well as its domestic work, 
got its start back in 1922 when a 
California corporation, Deshell Lab- 
oratories, Inc., was set up to market 
an emulsion of mineral oil. In the 
same year, first sales were made 
through regular drug channels. 

Although only a few thousand 
bottles were prescribed and the 
business operated at a deficit that 
year, sales kept climbing and a 
sales office and distribution depot 
were set up in Chicago and New 
York. The business was incorpo- 
rated in Delaware the following 
year and the West Coast charter 
surrendered. Considering the prod- 
uct an obvious ethical one, the com- 
pany submitted it early in 1924 to 
the Council on Pharmacy and 
Chemistry, which accepted it for 
listing among “new and non-official 
remedies.” 

Late in 1924, another laboratory 
was set up in Great Britain, fol- 
lowed by branches in Canada and 
Australia, and sales were started in 
Mexico and South America. Late 
in 1925, the company started manu- 
facturing in Great Britain and in 
1929 plants were set up in Paris 
and Milan. The thriving business 
now employs hundreds of persons 
in management, production and 
sales in this country, exclusive of 
foreign operations which still can 
be carried on in wartime. 

More than a decade ago, when 
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FARMS with a 51.5% increase in income 
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home in the Omaha Metropolitan market! 
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15% coverage of the entire 103- 
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offices were maintained in Chicag, 
and before the new plant was con. 
structed, Petrolagar was advertise, 
to the medical profession with ty,, 
and four-page inserts, some in 
color, warning physicians about the 
“cathartic habit,” raising objection: 
to plain mineral oil and descripjn, 
the role of “Petrolagar,” not as ; 
cure for constipation but “a valu. 
able aid in bringing about a restora- 
tion of normal bowel movement.” 

Copy stressed the importance 0 
“Habit Time” for bowel movemen; 
introducing a phrase which stjj] ;. 
used by the company in a 20-page 
booklet widely distributed to doc. 
tors and nurses. First printing o; 
the booklet was made in 1925, {o)- 
lowed by a revised edition in 1932 
and a reprinting in 1942, litho. 
graphed in color. One of the mile. 
stones in company history was the 
introduction of five types of “Petro|. 
agar,” plain, unsweetened, and wit) 
milk of magnesia, cascara and phe. 
nolphthalein. Current copy, in a 
list of more than 25 professiona) 
journals, still offers five types of 
Petrogalar. 

Modernized illustrations ang 
drawings of the human abdomina] 
region have replaced the now anti- 
quated pictures of early copy, de- 
picting the expectant mother, chil- 
dren and elderly patients, the 
hospital case, the business man, the 
indoor worker, the convalescent, the 
rheumatic, obese, etc. 

But although Petrogalar is now a 
suspension of mineral oil in ap 
aqueous jelly, instead of the old- 
time emulsion of mineral oil with 
agar-agar as the emulsifying agent, 
its usefulness to the physician is 
still couched in similar terms. Most 
recent advertisements describe its 
use in the management of constipa- 
tion under varied conditions. 

The war theme may be adopted 
in forthcoming ethical ads fo: 
Petrogalar, to show its use among 
the armed forces. The company 
plans to use some inserts next yea 
in its customary list of professiona 
publications, and will step up its 
direct mail efforts to at least a mail- 
ing a month, double this year’s pro- 
motion. These tie in with the busi- 
ness paper appeals. 

Advertising this year has been -at 
a clip 10% above 1942, and a simila 
increase is likely next year. Direc! 
mail pieces, handled through regv- 
lar medical mailing service chan- 
nels, probably will employ mor 
self mailers in view of the currrent 
and growing paper scarcity. 

Compton Advertising, Inc., Nev 
York, was appointed last July t 
handle the company’s _ account 
Petrogalar was merged in Septem- 
ber with six other wholly-ownec 
subsidiaries of American Home 
Products Corporation, New York, t 
form Wyeth, Inc., as one of thé 
nation’s largest ethical-drug firm: 
(AA, Sept. 27). 


Lenci Named Treasurer 


Thomas A. Lenci, formerly gen- 
eral manager of Eagle Printing In! 
Company, division of General Print- 
ing Ink Corporation, has been ap- 
pointed treasurer of the latter or- 
ganization, succeeding Perry D 
Richards, who has resigned becaust 
of ill health. J. Howard Houston 
assistant general manager of Eagle 
has been moved up to general man- 
ager. 


Gabriel Names Hubbell 
Gabriel Company, Cleveland 
manufacturer of hydraulic : 
absorbers and hydraulic cont 
|equipment for aircraft, has named 
| Hubbell Advertising Agency, Clev 
land, to handle its advertising 
|Pages in automotive and aviatio! 
| publications will be supplementec 
| by cooperative direct advertising. 


————— 
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Allen to Return 
with Texaco Show 
on CBS, Dec. 12 


New York, Nov. 2.— Fred Allen, 
who went off the air last June and, 
since then, has been taking a badly 
needed rest at the insistence of his 
ohysician, will be back on the air 
waves Sunday, Dec. 12. He returns 
for the same_ sponsor, the Texas 
Company, in “Texaco Star Theater,” 
aired over CBS Sundays from 9 to 
9:30 p. m., EWT. The show will be 
in the same general format identi- 
fed with him for the past 10 years, 
with the first few broadcasts of the 
new series originating from the 
West Coast. 


Pharmaco Adds Time 


Pharmaco Company has expanded 
its Bobby Hookey series from a 
15-minute to a half-hour show, with 
a new title, “Hookey Hall,” for its 
product Chooz, chewing gum for 
indigestion. The program, featuring 
the five-year-old jitterbug singer, is 
heard Sundays from 1:30 to 2 p. m., 
EWT, over 34 Mutual stations, and 
is available as a sustainer to the 
entire network Saturdays from 12 
noon to 12:30 p. m., EWT. The 
Clements Company, Philadelphia, 
handles the account. 


Uses 170 Outlets 


The Cedric Foster series of Sun- 
day evening news commentaries, 
heard from 10 to 10:15, EWT, under 
sponsorship of the Employers’ 
Group Insurance Company, will be 
heard over 170 outlets of Mutual, 
augmenting the original list of sta- 
tions. B. Humphrey Company, | 
Boston, is the agency. 


M-G-M on Mutual 


Beginning Nov. 15, Metro-Gold- 
wyn-Mayer will present Fulton 
Oursler as the “People’s Reporter’ | 
over 50 key stations of Mutual. 
The former editor of Liberty will 
answer timely news questions sub- 
nitted by listeners, with the pro- 
gram being aired Mondays through 
Fridays from 8:15 to 8:30 p. m., 
EWT. Donahue & Coe is the agency. 


| 
| 


Returns “‘Treasure Hour” 


Featuring light opera classics 
sung by Metropolitan Opera stars, 
Conti Products will again sponsor 
the “Treasure Hour of Song” over 
19 Mutual stations, starting Nov. 18. 
The program will be heard Thurs- 
days from 9:30 to 10 p. m., EWT, 
for 26 weeks. Bermingham, Castle- 
man & Pierce is the agency. 


‘Aunt Jemima’ Changes 


Oats Company’s “Aunt 
five-minute Sunday pro- 
Aunt Jemima pancake 
flour, aired over CBS, has been 
switched to Saturdays, effective 
Nov. 6, and has been changed to 
1 15-minute musical program. In 
iddition to William Miller, tenor, 
vho has been featured on the Sun- 
lay show, the new program in-| 
ludes Vera Lane, vocalist, a chorus 
and orchestra, and is heard from 
12:30 to 12:45 p. m., CWT. Sher- 
an K. Ellis & Co. is the agency. 


Quaker 
Jemima,” 
gram for 


Sponsors Thomas on Coast 


Standard Oil Company of Cali-| 
ornia began sponsorship of Lowell | 
‘thomas Nov. 1, when the commen- | 
ator was heard for the first time | 
m the Pacific Coast in a regular 
roadcast series. The program is} 
red over the Blue Network Fri- 
ays from 9:30 to 9:45 p. m. 


| 
| 
| 
| 


and later in the day for 40% 
of Buffalo war workers. These 
well-paid people keep posted 
on events and obviously do 
their shopping before they 
go to work. 


Goodyear Signs for Show | CBS Jan. 1, will also air the Orange 
A new Saturday morning half- Bowl]! game from Miami on the same 


hour show titled “Hook ’n Ladder day, marking the first year the com-/} frontline 


Follies.” il " en _-| pany has sponsored both post-sea- 
the cele Wet caeeon ee 13 at son football classics over CBS, 
11 a.m., EWT, under the sponsor- Maxon, Inc., is the agency. 


ship of Goodyear Tire & Rubber Bristol-Myers Renews 
Company. 

Originating from New York, the Effective Oct. 29, Bristol-Myers 
program will be heard in behalf of |COmpany has renewed the “Parker 
the company’s shoe products de-| Family” for 13 weeks on the Blue 
partment, with commercials slanted | Network, at which time it will add 
at local shoe repairmen. The show| 5/X Stations to its lineup of 129 out- 
will present a lively, fast-moving| lets. The renewal marks the third 
half hour of music, comedy and | Yea that the company has used this 
novelty, with Frank Novak’s 18-|15-minute period. The program is 
piece orchestra heading the bill. N.| heard Fridays from 8:15 to 8:30 
W. Ayer & Son is the agency. p.m., EWT. Pedlar & Ryan is the 
agency. 


Gillette Adds Game Adds Quentin Reynolds 


Gillette Safety Razor Company,| Quentin Reynolds, formerly on 
which recently announced its spon-|the foreign staff of Collier’s, has 
sorship of the Sugar Bow] game over | signed for his first commercial pro- 


gram with Goodyear Tire & Rubber 
Company. He will be featured as 
reporter on the “Salute 
to Youth” program, heard over the 
NBC network Tuesdays from 7:30 
to 8 p. m., EWT. Arthur Kudner, 
Inc., is the agency. 


Appoints Gerth-Pacific 

Beatty Steel Products Company, 
San Francisco, manufacturer of 
Beatty Safway steel scaffolds, has 
appointed Gerth-Pacific Advertising 
Agency, San Francisco, as advertis- 
inv counsel. 


Increase Delivery Costs 


To meet the mounting costs of 
publication, the San Francisco News 
has increased its home-delivered 
subscription price from 90 cents to 
$1 a month. The newsstand price 
remains 5c. 


43 


Joins ‘Financial Post’ 

Thomas J. Harrison, formerly on 
the classified advertising staff of the 
Globe and Mail, Toronto, has joined 
the advertising sales staff of the 
Financial Post, Toronto. 


Stead to Color Print 


Jay Stead, formerly contact rep- 
resentative for Cream City Outdoor 
Advertising Company, has joined 
the sales staff of Color Print, Mil- 
waukee. 


Cvlhtivate the natien’s rich 
% BILLION DOLLAR 
POST-WAR PREMIUM MARKET 
ee vores 


Business Promotion Magesive 


ya 


NLY a running play-by-play report 
could keep a sales executive abreast 
of Oklahoma City’s current growth. 

The most recent official Census Bureau 
estimate gives the Oklahoma City metro- 
politan area a population of 265,490. That 
was as of March 1, 1943 . . . and that was 
nine months ago. With the speed at 
which Oklahoma City has been traveling 


likewise be the 


‘4's THE ONLY wa 
CAN KEEp U 


These are the major factors in Okla- 
homa City’s wartime activity. They will 
nucleus 
City’s post-war activity as 
Plans for a $25,000,000 super air terminal 
ure already past the paper stage. 


: = ~_ 
“ Wiry, \ 


Oklahoma City Now Over a Quarter Million! 


of Oklahoma 
an air center. 


there. 


Oklahoma City has moved up the list 
of important markets .. . 
From now on, it will always be 
wise to remember that Oklahoma City is 
bigger and more important in your sales 
planning than you thought. 


and it will stay 


recently, a lot of ground can be covered 
in nine months. Final tabulation of No. 2 
ration books issued in Oklahoma County 
was 276,659. 

There are two important reasons why 
Oklahoma County jumped from 215,621 
in April, 1942 to 276,659 a year later: 

1. The largest cargo plane plant in the 
world is nearing full production. Al- 
though it numbers its workers in five 


figures. more are being added daily. 
9 


The Daily Oklahoman 
Oklahoma (lity “Times 


2. The model depot of the air service 
command, also employing a_five-figure 
number of workers, is today supplying 
army air forces planes throughout the 
world, repairing, overhauling and rebuild- 
ing planes, and handling untold tons of 
air freight. 


The Farmer-Stockman * 


KLZ. Denver (Affiliated Management) * 


THE OKLAHOMA PUBLISHING COMPANY 
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Goodyear Names Jenkins 
Charles R. Jenkins, merchandise 
executive of Montgomery Ward & 
Co. for the past 17 years, has joined 
Goodyear Tire & Rubber Company 
aS manager of car and home mer- 
chandise in its retail stores division. 


ANPA Names Burns 

A. H. Burns, mechanical superin- 
tendent of the New York Herald 
Tribune, has been appointed chair- 
man of the mechanical committee 
of the American Newspaper Pub- 
lishers Association, succeeding John 
W. Park, production manager of the 
Chicago Tribune, 


Coming 
Conventions 


Nov. 11-12:—American Marketing 
Association, 1943 War Conference, 
Hotel Statler, Cleveland. 

Nov. 17-19.—Association of Na- 
tional Advertisers, wartime confer- 
ence, Waldorf-Astoria, New York. 

Dec. 8-10.—National Association 
of Manufacturers, war congress of 
American industry, Waldorf - As- 
toria, New York. 


(; 
\) 
eC LA 


Ay) 


__ ASKANY BLAIR MAN oP us 7 


f 


CATCHES THEIR EARS 


CENTRAL OHIO'S ONLY 
CBS OUTLET 
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Paper Dish Drive 
Aims at Ending 
Dishwashing Chore 


(Picture on Page 55) 


New York, Nov. 3.—Convinced 
that advertising now will establish 
its name as a leader in its field, and 
envisaging vast postwar potentiali- 
ties for its line of paper dishes 
Keyes Fibre Company has launched 
its first consumer advertising de- 
signed to impress its name in the 
public’s consciousness and sell the 
idea of using its Chi-Net molded 
paper tableware. 

Having confined its advertising 
exclusively to business papers in the 
past, the company placed its initial 
consumer copy in the Oct. 30 issue 
of The Saturday Evening Post. The 
full-page advertisement, captioned 
“Galahad ... take off that apron! 

. nobody washes these dishes,” 
shows a housewife about to discard 
a tray of paper dishes. Copy plays 
up the cleanliness, convenience and 
satisfaction derived from using 
molded paper dishes and tells of the 
various occasions where dish wash- 
ing may be eliminated by using 
Chi-Net tableware. 

_ Virtually all of the company’s 
output is taken by the armed serv- 
ices, war plant cafeterias, institu- 
tions and hospitals. Other Keyes’ 
paper products are Paprus absorbent 
pie plates, Bak-O-Ware oven pans, 


re oF , este 2 - 
* ad >. '% 


water and grease-resistant Savaday 
dishes, trays and bowls for store- 


.| keepers’ food displays, and Kys-ite 


plastic serving trays, said to weigh 
half as much as aluminum, the basic 
ingredient being spruce pulp. It is 
expected that the campaign will be 
expanded to include other consumer 
magazines, 

Alley & Richards Company is the 
agency. 


Ryan Elected President; 
Ward Shifts Others 


C. D. Ryan, general merchandising 
manager of Montgomery Ward & 
Co., Chicago, has been elected presi- 
dent, succeeding Sewell L. Avery, 
who will continue as chairman of 
the board. R. S. Stevens, who has 
been with Ward since 1929, has 
been elected vice-president and will 
succeed Mr. Ryan as general mer- 
chandise manager. 

O. M. Callaway has been ap- 
pointed group merchandise manager 
succeeding Mr. Stevens, and H. J. 
Jensen has been named manager 
of the tire departments, succeeding 
Mr. Callaway. 


Snedecor in New Post 

Ken Snedecor, formerly vice- 
president of MacDonald-Cook Com- 
pany, South Bend, Ind., agency, has 
been appointed sales promotion 
manager of L. A. Darling Company, 
Bronson and Coldwater, Mich., 
manufacturer of metal display fix- 
tures. 


BUT... L00K 


WHAT HAPPENED 
IN SEPTEMBER 


SURE, RADIO SALES ARE UP... BUT LOOK WHAT WFBR DID! THE REASON: 


It’s a fact. When we looked at our sales fig- 
ures for last April, we rubbed our eyes. It was 
hard to believe. We thought that it was one sales 
record that couldn’t be beaten. 


But look what happened in September! We 
reached a new high in sales. And we are mighty 
proud of that 51% increase because we know 


—— 8h 


BACK IN APRIL 
WE THOUGHT THIS 
WAS A RECORD 


RESULTS ! 


that it is an outstanding radio sales record. 


It all goes to prove that a lotof listeners and 
a lot of radio-wise advertisers think W FBR is 
a great radio station. In fact, it is the station for 
you in Baltimore ... if you want to concentrate 
your radio efforts on the sixth largest city in 


the country. 


NATIONAL REPRESENTATIVE: JOHN BLAIR & CO. 
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SMALL LOAN APPEAL 


J 


mM 


AT LOCAL LOAN 
SECURED ON YOUR 
SIGNATURE ONLY 

Phone or Stop In 


12 CONVENIENT OFFICES 
RANdolph 8400 


Oh 


N. Centralat Belmont AVEnue 4200 
4013 Milwaukee at Cicero AVE. 1400 
4802 N. Western at Lawrence LON. 2161 
4800 W. Cermak at Cicero ROCkwell 8000 
4658 8. Ashland at 47th 
821 W. 63rd at Green ' 
807 W. 79th at Halsted RADeliffe 4500 


LOCAL LOAN CO, 


A new slant on small loan advertising 

is used in this copy, which Local Loan 

Co., Chicago, is using in New York and 
icago newspapers. 


Agency Men 
Turn Detective; 
Find Missing Girl 


Hartford, Conn., Nov. 3.—After 
police searched for a month through 
five states, and the aid of parents 
and friends proved to be of no avail 
in finding 16-year-old Caryl Jane 
Schnurman, West Hartford high 
school girl, the McCann-Erickson, 
Inc., office in Hartford was called 
upon—and returned the girl to her 
home within four hours. 

The girl left for school Sept. 7 
and then disappeared, in fear that 
she would not be promoted! Her 
parents enlisted the aid of the Hart- 
ford Times, the police, and even 
distributed handbills, with no re- 
sults. 

Then a friend of the parents, an 
Official of the Manufacturing Trust 
Company of Hartford which uses 
the agency’s services, contacted 
Dwight Libby, account executive, 
Oct. 8, and asked for help. A photo 
and story appeared in several New 
York newspapers prepared by Tom 
McMahon and Warren Cox, in 
charge of the agency’s publicity 
department. A man riding on 4 
train in Albany, N. Y., recognized 
the girl as a sandwich maker in an 
Albany Whelan drug store. He left 
the train, talked to Albany police 
who notified Hartford officers, and 
the Schnurman girl was back home 
four hours after the story appeared 


Lathrop Appointed 

Arthur E. Lathrop Jr., former!y 
production manager of Cory Snow, 
Inc., Boston agency, has been ap- 
pointed director of research of Sta- 
tion WNAC and the Yankee Net- 
work. 


Expands Department 

Roderick W. Classen has joined 
Evans Associates, Chicago, as assis'- 
ant director of the research anc 
media department. He was for- 
merly manager of advertisers’ serv- 
ice on Traffic World. 
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LOWEST COST 
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Anti-Inflation 
Guide Released 
by Ad Council 


Urges Business 
to Support Drive 
with Advertising 


New York, Nov. 3.—As part of its 
campaign to curb inflation, the War 
Advertising Council this week re- 
leased a comprehensive guide pre- 
pared in cooperation with the Office 
of War Information and the Office 
of Economic Stabilization, urging 
American business to marshal the 

wer of its advertising in support 
of the drive. 

The cost of the 32-page illustrated 
campaign book was underwritten by 
capital stock fire, casualty and 
surety companies through the Na- 
tional Board of Fire Underwriters 
and the Association of Casualty and 
Surety Executives. The brochure is 
being distributed by the War Ad- 
vertising Council with the aid of 
affiliated trade associations, to ad- 
vertisers, agencies and media 
groups. 

“Preventing, inflation is the big- 
gest job facing us on the home 
front,” declared Economic Stabiliza- 
tion Director Fred M. Vinson, in an 
introductory statement. “Complete 
success in this task cannot be 
achieved by government controls 
alone. Far greater help can be 
given to the public—if the public 
is well-informed and if the public 
is stirred to proper action.” 


Gives Many Suggestions 


Offering advertisers a wide vari- 
ety of suggestions, the anti-inflation 
campaign guide shows how they can 
spread information on the inflation- 
ary threat through regular commer- 
cial channels, in newspapers, maga- 
zines, radio programs, posters and 
direct mail literature. Advertising 
leyouts and copy, prepared by vol- 
unteers from leading advertising 
agencies, are available to all adver- 
tisers without charge. 

Keynote of the campaign is a 
seven-point list of individual actions 
that will help hold prices down. 
Consumers are asked to buy only 
what they need; pay no more than 
ceiling prices and buy rationed 
goods only with stamps; support 
whatever taxes the country needs} 
pay off old debts and avoid making 
new ones; refrain from asking more 
money for goods sold or work per- 
formed; provide for the future with 
adequate life insurance and savings; 
and buy as many war bonds as pos- 
sible and hold them. 

Advertising support of the eco- 
nomic stabilization campaign is ex- 
pected to move into high gear dur- 
ing December, when the program 
will receive top billing by OWI. In- 
dications are that many local and 
national advertisers will contribute 
complete units of space in news- 
papers and magazines, while others 
will include the campaign slogan 
and symbol in their regular inser- 
tons, Radio commercials, posters, 
car cards, displays and direct mail 
pieces will likewise be geared into 
the campaign. 


Supplements Media Efforts 


Accelerated effort on the anti- 
inflation program will supplement 
comprehensive campaigns already 
underway in magazines and news- 
papers. The former, contributed by 
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My type drawings depict- 
“ng your thoughts tell a 
message terrifically. I'll 
Send you samples,if you're 


serious, WA, j 
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mares Barns, Stormville N.Y 
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492 magazines, with circulation ex- 


_|ceeding 92,000,000, began a few 


months ago on a page-a-month ba- 
sis. The campaign recently drew 
the praise of President Roosevelt, 
who described it as “an outstanding 
example of public service during 
the wartime emergency.” 

The newspaper campaign is being 
sponsored by the nation’s leading life 
insurance companies and is appear- 
ing in a wide list of dailies through- 
out the country. 

Stuart Peabody, advertising di- 
rector of the Borden Company, is 
the War Advertising Council’s vol- 
unteer campaign manager, with 
Batten, Barton, Durstine & Osborn 
the volunteer advertising agency. 
Douglas Meldrum is the Council’s 
staff manager. Herman Hettinger is 
the OWI deputy on economic stabili- 
zation. 


Freund Adds Four 

Four additions have been made to 
the staff of the Morton Freund Ad- 
vertising Agency, New York: Julius 
Mirel, for the past ten years with 
Abraham & Straus, assistant to 
Mr. Freund; Betsy Hatch, formerly 
with Macy’s and Wm. Esty & Co., 
women’s accounts; Harold Labow, 
formerly with Green-Brodie, pro- 
duction manager; William Block, 
formerly with J. D. Tarcher, art 
director. The agency has also taken 
additional space at its present quar- 
ters, 400 Madison Ave. 


Heads Trust Company 
Samuel A. Dalton, president of 
Typographic Service, Inc., has been 
elected a director of the Liberty 
Title & Trust Company, Philadel- 
phia. He is also president of Rapid 
Reproduction Service. 


JWT to Handle 
Owens-Illinois Radio 
Following resignation of the 
Owens-Illinois Glass Company ac- 
count by D’Arcy Advertising Com- 
pany, effective Nov. 1, officials of 
the Toledo, O., firm announced last 
week that J. Walter Thompson 
Company will handle Owens-Illinois 
radio advertising, effective Nov. 8. 
No decision has been reached on an 
agency to handle publication adver- 
tising, company spokesmen said. 


Planter’s Peanuts 
Appoint Erwin, Wasey 

The San Francisco office of Erwin, 
Wasey & Co. has been appointed to 
handle the advertising of the Pacific 
Coast branch of Planters peanuts 
and Planters peanut oil, effective 
Jan. 1, 1944. 
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Paton Promotes Fisher 

M. T. Fisher has been appointed 
executive assistant to the president 
of John G. Paton Company, New 
York, food distributor. Mr. Fisher 
will continue as vice-president of 
the Paton Corporation, a subsidiary. 


Suspend College Paper 


The Daily Sun, published for 63 
years by Cornell University, Ithaca, 
N. Y., has suspended publication for 
the duration. Plans are under way 
to publish a weekly publication to 
be called The Cornell Bulletin. 


Joins Radio Station 

Ellis F. Rehn, for 11 years an ad- 
vertising salesman for the San 
Francisco Examiner, has joined the 
sales department of Station KGO, 
San Francisco. 
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Sponsors Offered News 


The Mutual Broadcasting System 
and Christian Science Monitor, 
which recently started a daily 
worldwide news broadcast over the 
Mutual network (AA, Sept. 27), are 
now offering the program for local 
sponsorship. Titled “The World’s 
Front Page,” the newscast is heard 
Mondays through Fridays from 6:30 
to 6:45 p. m., EWT. 


Buys Insurance Company 
Maytor H. McKinley, president 
and owner of the Utter-McKinley 
mortuaries, Los Angeles, and his as- 
sociates, have bought controlling in- 
terest in the Postal Union Life In- 
surance Company. Reorganization 
plans have not been announced. 


EE TERE 


farm READ BY ALMOST 


EVERY MEMBER OF CONGRESS 


(But Washington influence begins at home) 


Clapp’s Baby Foods 
Prepares New Diet 
for Wartime Use 


New York, Nov. 3.—As an aid for 
mothers faced with the wartime 
need of finding substitutes for hard- 
to-get foods, Clapp’s baby foods 
has prepared a new basic diet chart 
for babies indicating seven basic 
food groups from which every baby 
needs some food each day. 

The chart will be displayed in 
full-page advertisements in 27 Sun- 


day newspapers through the coun- & 


try Nov. 14. Charts will be avail- 
able free to those sending in re- 
quests to Harold H. Clapp, Inc., the 
manufacturer. In addition to the 
newspaper copy, point-of-sale mate- 
rial including large wall posters in 
full color will be displayed by gro- 
cery stores. 

Young & Rubicam, New York, is 
the agency. 


Two Join K&E 


J. R. Bradfish has joined the art 
department of Kenyon & Eckhardt, 
New York. He was formerly assist- 
ant art director of N. W. Ayer & 
Son in San Francisco. George C. 
Backus, formerly commercial man- 
ager of Station WSRR, Stamford, 
Conn., and previously with the Ari- 
zona Network, has joined the radio 
department of Kenyon & Eckhardt. 


Norman Green Announces 
Chicago Media Committee 


Twelve members of a new com- 
mittee of midwestern media leaders 
to cooperate with federal agencies 
and the War Advertising Council in 
furthering government wartime 
campaigns were appointed last week 
by Norman Green, western man- 
ager, Crowell- Collier Publishing 
Company, committee chairman. 

Committeemen will include 


Homer Buckley, Buckley Dement 
& Co.; Miller Cross, This. Week 
Magazine; Alvin W. Tolle, Modern 


Magazines; James Weber, Armour 
Co.; Myron Harshaw, National 
Transitads; W. B. Weimers, Farm 
Journal and Farmer’s Wife; Merritt 
Schoenfeld, Blue Network; H. J. 
Hurlbut, McCall’s; Lee Biederman, 
Chicago Daily News; John F. Mor- 
rissy, Life; Kenneth Dennett, 
O’Mara & Ormsbee; and R. D. 
French, Outdoor Advertising, Inc. 
Plans for the group, one of several 
sectional media committees, were 
outlined recently by John Sterling, 
This Week Magazine, chairman of 
War Advertising Council’s sponsor- 
ship committee (AA, Oct. 25). 


Brodhecker Resigns 

@. G. Brodhecker, manager of 
Greater Weeklies and director of 
publishers’ relations for the Ameri- 
can Press Association, New York, 
has resigned as of Nov. 1. No suc- 
cess has been appointed. 


A BOOTH Michigan MARKET 


In the words of General Motors’ war- 
time slogan, “Victory is Our Business.” 


The clickety-clack of car wheels in 
Michigan's second largest industrial 
center, is stirring music to America roll, 


at war! 


Chamber of Commerce figures show 


EE so ast reer: COPY 0, * ert 


OR Ong ET gee ern a 


names and products out in front in 
this major Michigan market will find 
a ready helper in the Flint Journal. 


For further facts, call Dan A. Car- 
110 E. 42nd Street, New York 


City 17, N. Y.; or John E. Lutz, 435 


outbound carloadings up 49% 


August, compared to August of last 


year. 


Winning the war is “big business” <a: Ore i 
Employment and earnings Grand Rapids Sagine 
are at high levels and retail trade is 
likewise breaking all records. 


in Flint. 


Advertisers who wish to keep their 


N. Michigan Avenue, Chicago 11, IIL 
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Getting Personal 


Clifton Utley, the Chicago Sun radio news commentator, was master 
of ceremonies at a luncheon at the Drake Nov. 1 to celebrate the first 
birthday of “Book Week.” A. C. Spectorsky, editor of the Sun book 
section, was presented with a birthday cake carrying a single candle. 

Lloyd Maxwell, vice-president of Roche, Williams and Cunnyngham, 
Chicago, who has been the genial host at many advertising golf tourna. 
ments at Bob-O-Link, has been elected president of the club, one of 
the swankiest on the North Shore. . . Sterling Peacock, vice-president 
of N. W. Ayer in Chicago, is delivering a series of lectures on adver. 
tising at the famous Katharine Gibbs secretarial school, recently estab. 
lished in this area after long and successful work in eastern cities, . 


GIANT SHEET TAKES AGENCY NEWS OVERSEAS 


Fourteen members of Meldrum and Fewsmith, Cleveland agency, are shown 
with a giant newspaper which they sent overseas to Ensign William G. Meldrum, 
a former co-worker and son of Barclay Meldrum, president of the company. 
Ensign Meldrum has seen action with the Navy in the invasions of Sicily and Italy. 


“You can’t do that to me!” said Alfred D. McKelvy good-naturedly 
to his Greenwich factory employes, who surprised the boss with a 
splendid party to mark the occasion of the plant’s first anniversary in 
the East. But the boss of Alfred D. McKelvy Co., which makes Sea- 
forth toiletries for men, wasn’t referring to the party, it was the gift 
—a 100-year old mustache cup! ... 

Prior to his departure for Mobile, where he will serve as an officer 
in the Maritime Service, Malcolm O’Mara was given a luncheon by 
The Katz Agency at the Waldorf-Astoria in New York... Nov. 5 
marked the 30th year of continuous service on one paper for Joseph 
M. Haskell, v.p. and eastern mgr. of Dry Goods Journal. .. 

At the annual dinner and installation of the Crosscup-Pishon Post, 
American Legion, Boston, Gerald Harrison, station relations director 
for WNAC, Boston, and the Yankee Network, was elected chaplain of 
the post... 

Ex-AA exec. editor Hal Burnett, now a sergeant in the Marine 
Corps, has been handed a tougher assignment than any he ever had in 
the ad business. He’s a combat correspondent, assigned to detailing 
the exploits of the Marines’ engineer corps. . . 

B. G. Robertson, formerly prom. mgr. of KWKH, and now program 
director of its sister station, KTBS, Shreveport, La., is proudly inform- 
ing friends that he has to squeeze in time to dash to the hospital for 
a look at his new son, Gary Blair. . 


IRWIN FETED ON DEPARTURE FOR NEW POST 


Staff members of Gardner Advertising Co. and Monsanto Chemical Co. gave 
a farewell party at Glenn Echo Country Club, St. Louis, for James W. Irwin, 
assistant to the president and board chairman of Monsanto, who is leaving to 
join the executive staff of National Dairy Products Corp. in New York. Left 
to right: John R. Leach, Gardner account executive; Mr. Irwin; Loretta Moushey, 
assistant director of Monsanto's public and industrial relations department: 
Barak T. Mattingly, Republican national committeeman from Missouri; and Sam M. 


Ballard, Gardner vice- “president. 


For - distinguished service rendered” in behalf of the New York 
Defense Wing, Alex L. Hillman, head of Hillman Periodicals, has been 
cited by the U. S. Army air forces. Occasion of the award: cooperation 
in assisting the Wing in making arrangements for an exhibit used 
recruit civilian volunteers for the Aircraft Warning Service... 

At Sioux Falls, S. D., where he is now stationed, Corp. Edgar H. 
Kobak, son of Edgar Kobak, exec. v.p. of the Blue Network, married 
Joyce Hayward, dramatic actress and writer. Before joining the 
Army, Corp. Kobak was in the traffic dept. of NBC’s international div'- 
sion. .. 

Another sales exec. has taken on a few extra-curricular activities 
to keep him busy in his spare time. He is R. J. Russell, v.p. and sale: 
mgr. of Century Electric Co., St. Louis, who has just been elected 
president of Associated Industries of Missouri. T. V. Hartnett, 
Brown & Williamson Tobacco Corp. president, spent a weekend 
Hollywood recently, during which he was guest of honor at a dinner 
given by Russel M. Seeds agency, along with Red Skelton and othe! 
members of the B&W radio cast. . . 

“Man of the Month” in Milwaukee advertising circles is Charles 1 
Wesley, pres. of Wesley Steel Treating Company, so nominated by the 
local adclub publication. . . 


Carr Liggett and his staff celebrated the Cleveland agency’s 10th 
birthday last week. . . O 
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LIKE OLD TIMES 


“poy, THESE MOSINEE TOWELS 
CERTAINLY GET AROUND!” 


et 


Bay West Paper Co. features its Mosi- 
nee sulphate towels which remind these 
soldiers of “our office building back 
home,” in this full-page advertisement 
appearing in the November issue of 
Buildings & as Management. Klau- 
Van Pietersom-Dunlap Associates, Méil- 
waukee, is the agency. 


Oct. Sponsored Hours 
on Blue Up 102%, 


A steady rise in sales on the Blue 
Network during the past year is 
reflected in a comparison of average 
number of stations per commercial 
program and number of sponsored 
station hours for the month of Octo- 
ber, 1943, against the like month a 
year ago, according to Edward 
Evans, Blue research manager. 

The average number of stations 
per nighttime program on the Blue 
last month was 106, and in the day- 
time 116, compared with 84 and 52, 
respectively, for the month of Octo- 
ber, 1942. Total sponsored station 
hours, daytime and evening, for 
October, 1943, reached a peak of 
4,162 per week, an increase of 102% 
cver the comparable month last 
year, 
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Filene’s Files 
Bid for Postwar 
Helicopter Route 


Boston, Nov. 3.—William Filene’s 
Sons Company, Boston department 
store, has filed a petition with the 
Civil Aeronautics Board seeking to 
establish helicopter and similar air 
service between Boston and points 
in New England. 

The petition said that Filene’s 
“proposes to operate in this service 
helicopters or other such aircraft as 
may be capable of landing on roofs 
of the applicant’s buildings or in 
areas as small as 500 square feet.” 

Besides carrying passengers over 
six routes radiating to 45 New Eng- 
land communities, the helicopter 
service would deliver packages to 
store customers. 


Opens New Agency 

Consuelo Evans, on the advertis- 
ing staff of the New York World- 
Telegram for the past six years, has 
formed her own advertising agency, 
to be known as Consuelo Evans, 
Inc., with offices in the Paramount 
building, New York. 


Adds New Account 


Mt. Vernon Die Casting Corpora- 
tion, Mt. Vernon, N. Y., has ap- 
pointed Frederick-Clinton Company, 
New York, to handle its advertis- 
ing. Business papers and direct 
mail will be used. 


Miller Joins Doremus 

John E. Miller has joined the 
public relations department of 
Doremus & Co., New York. He was 
at one time financial editor of the 
New York Evening Mail. 


Brady Joins Nesco 


Michael N. Brady, who has been 
with United States Rubber Com- 
pany, for the past 13 years, recently 
as central division sales manager, at 
Detroit, has resigned to join the Na- 
tional Enameling and Stamping 
Company, Milwaukee, as vice-presi- 
dent in charge of sales. 


Dingman Made Manager 


Roy A. Dingman, acting manager 
of industrial relations of Common- 
wealth Edison Company, Chicago, 
since April, has been appointed 
manager. Martin P. Below has been 
named assistant manager. 


ye oe oe a." mF 5 a7 
TY Ds Soe Bent Pe SEE cee atte 
Pe Cea) ss vio 


47 


Gets New Accounts 


Consolidated Advertising Agency, 
New York, has acquired five new 
accounts. They are Perfect Thread 
Company; American - London 
Shrinkers Corporation; B. J. Gold- 
enberg; Eddyform Bras; and Mas- 


tercraft Foundations, all of New 
York. 
Wright in New Post 


North A. Wright, advertising and 
sales promotion manager of Libbey- 
Owens-Ford Glass Company, To- 
ledo, has been appointed assistant 
to G. P. MacNichol Jr., vice-presi- 
dent in charge of sales. 


GIBBONS KNOWS CANADA 


AOVERTISING 


J. J. 
end 


MONTREAL 


TORONTO WINNIPEG 


GIBBONS LTD. 


SAY STREET 


MERCHANDISING 
- TORONTO 
REGINA CALGARY 


EOMONTON VANCOUVER 
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STAGES AN 


ANIMAL ACT 


1. IF GAS RATIONING prevents kids visiting the zoo, let’s take the 


THAT TAKES 172 ENCORES 
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THE POWER OF PRESSTIGE 
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2. TO PLAYGROUNDS in Cleveland went this menagerie on wheels, 
with as many as four neighborhoods visited in a single day. Goggle- 
eyed youngsters listened attentively while the ringmaster-lecturer 
told rib-tickling tales about the two dozen animals. 


zoo to the kids. And so The Press, acting as co-sponsors with other 
civic organizations, got its artist, Jim Herron, to design an animal- 
carrying auto-trailer that was as gaily decorated as a circus wagon. 


IT’S NOT A MATTER of passing the hat for a puff that The Press is 
the first to be called upon when some worthy civic job must be done. 
From long experience, Clevelanders have learned that when The 
Press gets behind a traveling zoo, a Victory Garden Harvest Festival 
or a hot political issue, the whole city rallies to the cause. 
In fact, The Press has bell-weathered so many worth-while activities 


for Cleveland that a word has been coined to describe its influence. 


Presstige is that word; and it means not only power to do good, 
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Canty Joins McGraw-Hill 

McGraw - Hill Publishing Com- 
pany this week appointed Leonard 
P. Canty associate manager of the 
central district, with headquarters 
in the Hanna building, Cleveland. 
He entered the advertising field in 
Chicago in 1924, and for the past 
eight years has been district man- 
ager of two McGraw-Hill publica- 
tions, Electrical Merchandising and 
Electronics, in the Ohio-Michigan 
area. James L. Phillips, formerly 
with the advertising and sales pro- 
motion department of Shell Oil 
Company, Inc., New York, becomes 
district manager of Electrical Mer- 
chandising and Electronics in the 
same territory. 


M FOR POSTWAR PLANNING 


We can clip all, or typical, speci- 
mens of advertisements and editorial 
articles on postwar themes. Many 
organizations are building postwar 
reference files NOW. We have back 
issue files of most business papers. 

Write for Booklet No. 20, “How Busi- 
ness Uses Clippings” that shows how 
manufacturers and their advertising 
agencies use this service. 


BACON’S CLIPPING BUREAU 


GENERAL 


BUSINESS — FARM 
— PAPERS PAPERS * MAGAZINES 
221 N. LASALLE ST., CHICAGO 1, ILL. 


Only 52% of Shoe 
Coupon 18 Cashed 
in First 4 Months 


New York, Nov. 2.—Four months 
after they become valid, 47.5% of 
the No. 18 shoe coupons remained 
unspent, according to a survey made 
for Fairchild Publications by Ross 
Federal Research Corporation dur- 
ing the period from Oct. 6 to 
Oct. 19. 

Of those who have not yet used 
their coupons, 11.2% assert that 
they do not intend to use them, 
while 79.5% intend to use them for 
themselves, and 7% intend to give 
them to someone else. Among those 
who have not yet cashed their No. 
18 coupon, the outstanding reason 
for not doing so—given by 57.4%— 
was “have enough shoes.” 

The survey seems to indicate that 
coupon expiration dates have auto- 
matically resulted in new peak 
loads for the retail shoe industry, 
since 1.3% of those interviewed con- 
fessed they made use of their No. 
17 coupons on the last day, and 
19.3% reported they used them dur- 
ing the last week of their validity. 
Over 60% reported that their No. 
17 coupons were cashed less than 
four weeks before they expired. 

The Fairchild survey also re- 
vealed some interesting material on 
brand consciousness and trading up. 
Asked what brand of shoe they 


a 
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were wearing when questioned, 
83.5% said they knew, and 16.5% 
said they did not. Actually, 3.5% 
of the total professed not to know 
either the brand they were wearing 
or the name of the store in which 
the shoes were purchased. 

“Results of this survey show not 
as a great a trading up as might be 
suspected from retail reports,” 
Fairchild said. “Of those who used 
both 17 and 18 coupons for them- 
selves, 62.7% stayed in the same 
price bracket as previously. When 
a shift did occur, it was predomi- 
nantly in the direction of higher- 
price merchandise, 28.6% going to 
higher-price lines while only 8.7% 
shifted to lower grade goods. 

“Among those who planned to 
spend No. 18, 50.8% said they would 
buy the same priced shoe as they 
bought with No. 17, while 17.8% 
said they would spend more money 
and 2.4% said they would not spend 
as much.” 


New Erwin, Wasey V.P. 


Erwin, Wasey & Co., New York, 
has named William J. Batterberry 
to its executive staff as a vice-presi- 
dent. Mr. Batterberry was with 
Procter & Gamble for 15 years, and 
for 10 years he was advertising 
manager of its English company, 
Thomas Hedley & Co., Ltd. Return- 
ing to this country in 1939, he joined 
the advertising and promotion de- 
partment in the head office in Cin- 
cinnati. 


Every week ... by 


Star Weekly 


streams 


tions. 


of the vast 


over 


there you will 


find a 


carrier-boy serving the district.” 


The Star Weekly is a 
national week-end publication. It is 
woven into the very pattern of Canadian 
if Its circulation, for instance, is 
350,000 greater than any other national 
publication in Canada. Its continuously 
shown by an 
increase of approximately 100,000 copies 
each year for the past 3 years. 


Thus 
life. 


growing popularity is 


truck, 
train, and even by plane The 
out 
across Canada in all direc- 
And although the bulk 
circulation fol- 
lows the thickly populated 
areas it is our proud boast 
that. . . “wherever there are 
300 ~English-speaking 


Wherever there are 
300 people in Canada 


"English-speaking, 


people— 
Star Weekly 


offers readers 


truly 


coverage, 


The Star Weekly is popular because it 


such a variety of good 


things . . . rotogravure picture section, 
two large magazine sections, comics, 
news, and a complete novel. 
tisers, in addition to getting national 
vast 
readership also have the opportunity of 
choosing whichever section best suits 
their needs and their appropriation. 


Adver- 


circulation 


and high 


The STAR WEEKLY 


PUBLISHED AT 80 KING ST. WEST, TORONTO, CANADA 
UNITED STATES REPRESENTATIVES: WARD GRIFFITH COMPANY, Inc. 


NEW YORK 
247 Park Ave. 


ATLANTA 


22 Marietta St. Bidg. 


CHICAGO 
Wrigley Bidg. 
BOSTON 
Statler Office ° 
BAN FRANCISCC 
681 Market &t. 


BY FAR THE LARGEST CIRCULATION IN CANADA pis HIGH READERSHIP 


DETROIT 
General Motors Bidg. 


SALT LAKE CITY 
Hotel Newhouse 
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Advertising Age, November 8, 1943 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 


ee 


BUSINESS OPPORTUNITY 


tatives Available,” 30 cents a line, minimum charge $1. Terms 
cash with order. All other classifications (single insertion 
rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 


HELP WANTED 


TRADE PAPER 
FOR SALE 


Publisher will sell fifty-percent inter- 
est in year old trade paper in top field. 
Tremendous possibilities for expan- 
sion. Unusual circumstance makes 
this an exceptional opportunity. 


Box 4402, ADVERTISING AGE 
330 W. 42nd St., New York City 18 


Here’s a Rare Investment portunity 
for now and after war. irst man 
with $13,000 buys two northern IIli- 
nois weekly newspapers, printed same 
shop. Located prosperous farm, in- 
dustrial region. Exceptionally well 
equipped, neluding two  linotypes, 
Kluge automatic. Normally gross $265,- 
000. Can be expanded. Right man 
will net $8,000 or more. Personal rea- 
sons force quis disposal. Write 
Strohm, Prairie Farmer, Chicago. 


HELP WANTED 


Assistant Editor (man) for Hardware 
Retailer, national trade magazine 
published monthly by the National 
Retail Hardware Association. Duties 
include copywriting, editing, handling 
art work, typography, layout, produc- 
tion. Executive ability necessary; 
flair for promotion helpful. Don’t an- 
swer unless available now and inter- 
ested in the position after the war, 
with opportunity for advancement. 
State full particulars as to age, draft 
status, education, training, experi- 
ence, references, salary requirements. 
Address: National Retail Hardware 
Association, 333 North Pennsylvania 
Street, Indianapolis, 4, Indiana. 


Editor—Trade paper or house organ. 
Profoundly experienced in all depart- 
ments—editorial, advertising, circula- 
tion, general management. Will 
assume complete charge or accept 
suitable individual position. 
Box 4407, ADVERTISING AGE 
COPYWRITER. A 
Southern agency seeks copywriter— 
one who has had experience in writ- 
ing public relations and institutional 
copy. Replies confidential. 

Box 4397, ADVERTISING AGE 
3230 W. 42nd St., New York City, 18 
ASSISTANT FOR EDITOR 
AND PUBLISHER 
Business paper with national circula- 
tion in a service field is seeking man 
in the thirties who has experience in 
writing and in advertising. For the 
man with initiative, energy. and the 
right personality to meet people, 
there is an opportunity for permanent 
connection with a small, compact or- 
ganization. Numerous opportunities 
for more intensive work both now 
and after the war. Headauarters in 
Chicago. Give full particulars in first 
letter, including samples of work, 
photograph, references. All material 
will be returned. Replies treated with 

strict confidence. 

Box 4405, ADVERTISING AGE 

100 FE. Ohio St., Chicago, 11 
SPACE SALESMAN 

NATL. CHEM. IND. BUS. PUB. 
Chicago publisher needs executive 
type of salesman as midwest repre- 
sentative for established business 
publication in Chemical Field. Per- 
manent position if vou show results 
as present man is NOT joining armed 
forces. Must be draft exempt but 
under 55 years of age. Include proof 
of your worth in first letter. Here's 
a REAL opportunity. 

Box 4404, ADVERTISING AGE 
100 FE. Ohio St., Chicago, 11 
George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publixhing Positions 
209 8S, State St. Chicago, Til. 


COPY WRITER — Woman or 
exempt man with knowledge of 
chandising and sales promotion. Must 
possess creative ideas and be able , 
do rough layout and design. Wonder 
ful opportunity with ast-growing 


Nebraska a wii 
ADVERTISING AGr 


draft 
mer. 


4400, 
100 E. Ohio St., Chicago, 1; ~ 


OPPORTUNITY FOR ARTIST; Omaha 
Agency has unusual Proposition te 
offer good black and white artist an, 
layout man who wants to be in busi. 
ness for himself with a guarantes 
income. Write Mort Duff, 1904 Pa, 
nam, Omaha, Nebraska. 


POSITIONS OPEN 
We specialize in advertising pergoy. 
nel, male and female. Positions now 
available with advertisers, agenej,< 
publishers and in radio. Transactions 
confidential. No registration fec — 

FRED MASTERSON 

Sinclair Masterson Personne! 

310 S. Michigan Avenue, Chicago, })), 


REPRESENTATIVE AVAILABLE 


Here’s Competent Eastern ~~ 
Representation 
Married, draft exempt, college 
education, matured executive — 
advertising sales experience tech- 
nical food, drug and trade pub- 
lication fields. Apace with to- 
day’s marketing and enjoys the 
confidence of key agencies and 
prominent business heads. Inter- 
ested in two non-competitive pub- 
lications or one for full effort 

Immediately available. 
Box 4410, ADVERTISING 


POSITIONS WANTED 


Young woman, twelve years advertis. 
ing production, editorial, makew 
magazine: both letterpress, rotogra. 
vure processes; can layout complete 
magazine: secretarial. 
Box 4408, ADVERTISING AGE 
330 W. 42nd St., New York City, 18 


Do you have an Advertising and Sell. 
ing job to be done? Call me, I know 
how to do a real job. Experienc: 
covers extensive use of industria 
trade papers, newspapers, catalogs 
broadsides, house organ, folders, et: 
Direct mail specialist and sales cor. 
respondent. Co-operative, or capab) 
of assuming full charge of sales pro 
motion from creation to executior 


College educated, splendid back 
ground, will be a credit to your or 
ganization. Draft exempt, reasonablk 


Salary. 
Box 4406, ADVERTISING AGE 


4A agency experience —knows re 
search—has produced convincing pres- 
entations—award copy—and_  con- 
tacted major accounts. Go anywhere 
Box 4403, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 
Copywriter —no genius, just bright, 
straight selling. 24, sgle. All ‘round 
agency exp.: radio, public., l 
Know media, do roughs, sal. $250. 
Box 4401, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


Thoroughly experienced Production 
Man desires connection with Chicag« 
agency. Agency trained on all types 
of accounts. Age 36, married, 4F. 
Box 4399, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


Proofreader-Copywriter — Several 
years experience on national accounts 
Desires new connection. Full or part 
time. Chicago only. 
Box 4398, ADVERTISING AGE 
100 EF. Ohio St., Chicago, 11 


for space in 


George T. Hopewell, 101 Park Ave. 


George D. Close, In 


. 5 Third 8t., 
448 8. 


Hill Street, Los Angeles, Calif. 
ing, Seattle, Wash. 


Available Advertising Space 
in ARMY TIMES is limited. 


We suggest you contract now 


Army Times 


Daily News Building, Washington 5, D. ©. 


ADVERTISING REPRESENTATIVES 
New York, N. Y. 
H. B. France, 549 W. Randolph St., Chicago, II. 
Lawrence Mitchell, 80 Boylston St., Boston, Mass. 


San Francisco, Calif. 
(Tel. Michigan 1269); 868 Empire Bui!d- 


1944 issues. 


(Tel. Lexington 2-3783.) 
(Tel. Btate 9664.) 
(Tel. Hancock 5066.) 
(Tel. Garfield 6740): 


(Tel. Elliott 1769) 
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Distillers Warn 
Against Wartime 
‘Greed’ Selling 


(Continued from Page 1) 

Yes, we do know what is going on 
and we are taking the strongest pos- 
sible action within the law to elimi- 
nate every practice on the part of 
Seagram distributors which does not 
belong in clean, honest business.” 

There is no need for a distributor 
to sell Seagram brands with strings 
attached, Mr. Fischel explained. 
Each distributor has been advised of 
the exact amount of each Seagram 
brand to be shipped him monthly 
under the company’s rationing plan, 
and a definite quota is assigned to 
each of his retail accounts monthly. 

Seagram has adopted four poli- 
cies, which distributors must fol- 
low: no wholesale hoarding; mer- 
chandise must be sold to retailers 
at the local OPA prices; distributors 
must distribute stock fairly and 
wisely so that retailers, big and 
little, are delivered proportionate 
shares with no special conditions of 
any kind; and Seagram distributors 
must maintain through their sales- 
men intimate contact with every re- 
tail account. 


Some Practices Ended 


Some distributors have been 
called on the carpet by various dis- 
tillers and have already cleaned up 
objectionable trade practices. But, 
the industry points out, the major- 
ity of legitimate distributors are 
trying their best, under difficult cir- 
cumstances, to see that stocks are 
fairly distributed. 

Ronrico, in its message in pub- 
lications serving the beverage, tav- 
ern, hotel, restaurant, liquor and 
liquor store fields, starts out frankly 
with this advice: “Quit Shoving 
Your Customers Around.” 

Almost any distiller could have 

sold a large part of his entire out- 
put in the New York market alone 
this year, the company declares, but 
the fact that most distillers have 
not done so “reflects everlasting 
credit on the whole distilling indus- 
try.” 
Instead of “hit and run” tactics, 
Ronrico says, the industry has 
undertaken in behalf of the retail 
liquor trade and the public a sys- 
tem of voluntary rationing “unsur- 
passed in America today.” 


Has Three Purposes 


The rationing is intended to keep 
retailers in business; stretch the 
supply as far as possible; and “pre- 
vent a repetition of the chaotic situ- 
ation which existed just after re- 
peal, where there was no standard 
of price or value, and the consuming 
public did not know one brand from 
another.” 

Despite these efforts, the copy 
continues, some distributors force 
retailers to buy two cases of an un- 
known brand in order to get one 
case of a well-known brand; and 
some retailers force customers to 
take a bottle of rum or cordial with 
his Scotch. 

McKesson & Robbins, Ronrico dis- 
tributor, is treating customers fairly 
and with “mathematical accuracy,” 
the company says. Under “hit and 
run” tactics it would not be hard 
to dispose of 10 times the number 
of cases of rum now sold, it adds. 


Prefers “Demand Condition” 


Ronrico prefers the “demand con- 
lition,” {t says, and urges every re- 
tailer and bar owner to “treat your 
ustomers as you are being treated.” 
Earmark some Ronrico for custom- 
ers and make sure that the supply, 
by the single bottle, goes to those 
who appreciate the brand, it adds. 

_ “There has never been less need 
‘or actual selling,” the advertise- 
ment concludes. “Yet there is good 
Onstructive work for every sales- 
man to do, that will pay rich divi- 
lends later. No salesman need be 
dle. Simply because merchandise 


SURPRISING 


FACT ABOUT NEGROES 


s what @ great job their spending does in 
offering opportunity to advertisers. Here's 
® 7-billion dollar market, yes 7-billions a 
yeer. Are you overlooking it? Perhaps 
your competition is, too. That doubles 
the opportunity for you. So drop a post- 
card or letter today to Interstate United 
Newspapers, Inc., 545 Fifth Avenue, New 
York, 17, New York and let us send you 
some startling, proof-revealing facts about 


of any kind sells today, is no reason 
for selling any kind of merchandise. 
The present is the best time to build 
for the future.” 

A special paragraph tells dealers 
that Ronrico anticipated the current 
paper shortage and still has on hand 
a supply of dealer and bar helps. 
Robert E. Clarke & Associates, 
Miami, handles the Ronrico account. 


Asks Cooperation 


National Distillers Products Cor- 
poration, New York, in a recent 
business paper spread headlined 
“Let’s use our heads—not lose 
them,” warned retailers that neither 
distillers, package store nor bar can 
beat the whisky shortage and that 
all ought to “use our brains in 
meeting the situation so that we will 
all be able to stay in business.” 
National Distillers said it is doing 
everything possible to cooperate 
with retailers, and gave them a 
five-point list of suggestions: ask 
the jobber for a fair share of your 
brands; use a fair customer-ration- 
ing plan; cut store expenses; treat 
all customers alike; and keep strictly 
away from the black market. 


Increases Schedule 


The company has launched the 
biggest campaign in history for its 
Puerto Rican rum, Ron Merito, 
jumping its schedule up from two 
to seven national magazines for a 
series of color ads. The campaign 
is designed to increase present-day 
consumer acceptance and assure 


bigger sales after the war. 


Other rum distillers and merchan- 
disers who are stepping up promo- 
tional efforts, as a result of an im- 
proved supply picture, include 
Schieffelin & Co., New York, im- 
porter of Don Q rum; General Dis- 
tillers Corporation, Boston, now 
“back with a famous product,” Old 
St. Croix rum imported from the 
Virgin Islands; Somerset Importers 
Ltd., New York, for Riondo Puerto 
Rican rum; W. A. Taylor & Co., 
New York, in behalf of Government 
House rum; and United Sales 
Agency, Chicago, for El Chico 
Cuban rum. 


Uses Trade Characters 


Schieffelin & Co., through Geare- 
Marston, Inc., Philadelphia, is tell- 
ing consumers that with improve- 
ment of the commercial shipping 
situation, more Don Q rum is avail- 
able. The schedule includes 10 na- 
tional magazines, 55 newspapers and 
trade publications. The Old St. 
Croix campaign, introducing two 
new characters, an Old St. Croix 
pirate and his whimsical parrot, in- 
cludes four-color pages in leading 
magazines, as well as business paper 


copy. 

El Chico rum and distilled dry gin 
are being promoted via outdoor in 
the Chicago market, with the pos- 
sibility that the campaign may be 
extended nationally to include other 
media. Company officials said dis- 
tribution is already nationwide, with 
large shipments going into liquor 
monopoly states. Midland Adver- 


tising Agency, Chicago, handles this 
account. 


NATIONAL DISTILLERS 
NAMED IN OPA PRICE SUIT 

New York, Nov. 4.—A triple dam- 
age action totaling $472,843 was 
filed this week by the OPA in U. S. 
district court against National Dis- 
tillers Products Corporation and its 
subsidiary, Bellows & Co., seeking 
an injunction to restrain the defen- 
dants from sale of liquor at over- 
ceiling prices. 

Under the emergency price of 
1942, the triple damages are sought 
for alleged overcharges for liquor 
sold by the defendants from Feb. 1, 
1943, to Sept. 30, 1943, for sums 
totaling $157,614, according to Ed- 
ward L. Coffey, chief attorney for 
the district, who said it was the 
first court action of its kind in this 
area. 

The complaint alleged that the 
defendants sold Bellows Special 
bourbon and Bellows Special rye 
to retailers since February, 1943, as 
$24.93 a case of fifths, when the 
ceiling price was $18.80 a case. 

The company contended that “of 
approximately 350 brands of alco- 
holic beverages of National Dis- 
tillers and its subsidiaries, the prices 
of which are required to be filed 
pursuant to OPA regulations, the 
OPA has apparently taken excep- 
tion to two brands introduced by 
a subsidiary, Bellews & Co., in Feb- 
ruary, 1943. 

“These same brands were priced 
in accordance with what National 
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Distillers believes to have been in 
strict conformity with the regula- 
tions of the OPA itself,” the com- 
pany reported, adding that it will 
defend its position in court. 

Judge Vincent L. Leibell has or- 
dered the defendants to appear 
before him today to show cause 
why a temporary injunction should 
not be issued. 


Pringle Heads Office: 
Oliver Promoted 

William J. 
Pringle has been 
appointed man- 
ager of the Los 
Angeles office of 
Foote, Cone & 
Belding. Don 
Belding, board 
chairman, will 
continue to make 
his headquarters 
in. Los Angeles. 

C. Burt Oliver, 
who has. been 
business manager 
of the Los An- 
geles office of 
FC&B for the past year, has been 
appointed assistant treasurer of the 
agency. 


Dell Appoints Roberts 

Evan L. Roberts Jr., formerly 
with Price-Roberts Company and 
Fact Finder’s Institute, Philadel- 
phia, has been appointed research 
director of Dell Publishing Com- 
pany, New York. 


W. J. Pringle 
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CO. Weedbury says: 


c. 0. WOODBURY 


nationally known art director and 
graphic arts designer 


Have you a copy of the ATF Red Book of 
Types? If mot, send for one. Also, single 
page showings including complete alpha- 
bets of the following and other ATF types. 
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Tr types are so expressive 


and adaptable” 


Spartan, with Bodoni text.” 


“Generally I start by looking for the architectonic feeling involved in the subject 
and select type faces that in design, size, and capacity for dramatic effect help me 
convey that feeling to the reader. Here I blended the elements of practical sim- 


plicity, sleek sheen, and slight decorativeness by the use of Grayda, Empire, and 


Mr. Woodbury has designed an amazing variety of direct advertising, from 


exquisite little announcements to the most elaborate of booklets in full color.. 


and in most of them ATF types play an important role. The principal reason, as 


he aptly points out, is one every layout man will appreciate ...the soundness of 


structure and great adaptability of ATF type faces in expressing and dramatizing 


Lydian Cursive 
BALLOON EXTRA BOLD 


Bernhard Gothic Medium Cond. 
Spartan Black 
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This advertisement 


any idea graphically. 


ELIZABETH 3, 


American Type Founders 


ELMORA AVENUE, 


i« set in Gravda, Onyx, Bodoni Book and 


NEW JERSEY 
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Fly Testimony May 


Cause Changes in 
Proposed FCC Bill 


Chairman Deals Lusty 
Blows at Networks 
and NAB 


Washington, D. C., Nov. 5.— Im- 
portant changes in the White- 
Wheeler bill which may permit the 
FCC to retain control of the busi- 
ness policies of networks seemed 
probable today after FCC Chairman 
James Lawrence Fly completed 
three days of effective testimony 
before the Senate interstate com- 
merce committee. 

Lashing out strongly against 
clauses in the proposed legislation 
which would forbid the Commission 
to interfere in programming or busi- 
ness matters, Mr. Fly had repeat- 
edly declared that passage of the 
bill would enable CBS and NBC to 
establish monopolistic control of the 
industry. 

. “The networks are backing this 
legislation,” Mr. Fly said, “because 
they feel it repeals the Supreme 
Court decision, and the network 
monopoly regulations. If the com- 


mittee adopts this bill, the network 
lawyers will say that you have in- 
tended that radio networks should 
be exempted from the anti-trust 
laws.” 


Not Authors’ Purpose 


Disturbed by Mr. Fly’s charges, 
Sen. Wallace White of Maine, co- 
author of the bill, declared, “That 
certainly was not our purpose.” He 
explained that he had hoped to 
prevent the Commission from im- 
posing on a licensee “a line of 
thought the Commission may have, 
but the licensee may not have.” 

Sen. White added that he was 
preparing an amendment. which 
would incorporate the language of 
the network monopoly rules in the 
bill, and that he “hoped he could 
sell the amendment to Mr. Fly.” 

His co-sponsor of the bill, Sen. 
Wheeler, chairman of the commit- 
tee, declared that he would make it 
very clear in his report on the legis- 
lation that the committee did not 
intend to repeal the network mo- 
nopoly rules. 

This spectacular victory for the 
FCC came as a complete surprise to 
the numerous representatives of the 
broadcasting industry attending the 
hearing. A long list of interested 
organizations was represented, and 
it appeared that officials of both 
major networks, as well as several 
NAB witnesses will eventually take 
the stand. ‘ 

The FCC’s pending report on 
newspaper ownership of radio sta- 
tions was brought up today when 


Nadie ee Me ee 


Sen. White asserted that he did not 
believe the Commission had the 
right under the present law to deny 
licenses merely because the appli- 
cants were publishers. 

“The time is coming,” Sen. White 
said, “when we shall have to de- 
termine whether we are going to let 
people who are not primarily inter- 
ested in radio own stations as a tail 
on a kite.” But he added that Con- 
gress should determine the answer 
by statute. 

Mr. Fly declared that the Com- 
mission would be glad to turn the 
question over to Congress, but he 
said he doubts that Congress would 
be willing to determine the policy. 
“We will be glad to turn over the 
records of our hearings,” Mr. Fly 
said, “if the committee can use 
them.” 

Sen. Wheeler joined in the news- 
paper ownership discussion, sup- 
porting the Commission for the most 
part. “While there should be no 
general rule against newspaper 
ownership,” he said, “in many in- 
stances the FCC must be free to 
deny applications to newspapers if 
the result will mean local monopoly 
of the two great means of mass 
communication.” 

The committee also questioned 
Mr. Fly on the sale of the Blue 
Network, particularly on the state- 
ment from Mr. Noble assuring the 
Commission that the Blue will not 
discriminate against particular eco- 
nomic groups in sale of time. Mr. 
Fly described this as a “desirable” 
policy, but insisted that he had told 


THERE’S A NEW 100,000 MARKET 


POPULATION — 


MACON, GEORGIA 


TRADING AREA 


Georgia's SECOND 
Largest Market 


Second in trading area 
sales and trading area 


population, in Georgia 


RETAIL SALES 
TRADING AREA | 


Complete Coverage and the Only Newspaper Coverage 


There is only one way to secure news- 


paper coverage of this 
trading area—through the 


pers—The Macon Telegraph and The 
Macon News. And they provide the 
only coverage of the area. Circulation 
of any other newspaper or any com- 


bination of other papers is 
to be ineffective. To do a 


Macon area—a market of over half a 
million—you must have the Macon 
papers on your list. ABC, over 43,000. 
Please allow five-day leeway on in- 


sertion dates. 


prosperous 
Macon pa- 


so small as 
job in the 


MACON NEWS 


THE MACON 
TELEGRAPH 


MACON, GEORGIA 
Represented by The Branham Co. 


THE 


AND 


Mr. Noble and his attorney that the 
FCC would approve the sale of the 
Blue even if Mr. Noble found it 
impossible to accept these program- 
ming principles. 

Mr. Fly will return to the stand 
Monday to complete his testimony. 
The committee also expects to hear 
William Paley, president of CBS at 
that time. 


“Ruin” Called Myth 


Mr. Fly unleashed a blistering at- 
tack on the two big networks and 
the NAB, which he called “a stooge 
organization” at the opening hear- 
ing Wednesday. Declaring that 
radio had prospered in recent 
months, despite the early hue and 
cry that it would be ruined by the 
network rules, Mr. Fly said that the 
“general cry of ruin” comes from 
“two and a half sources: the two 
networks that make the most use 
of monopolistic processes (CBS and 
NBC) and a _ stooge organization 
known as NAB.” 

“Whenever NBC and CBS are 
needed,” Mr. Fly continued, “a loud 
cry is likely to come up from Ne- 
ville Miller and NAB. It is almost 
a reflex action,” he declared. 

The FCC chairman warned the 
committee that the networks would 
attempt to force the bill through 
under a guise that the Commission 
is interfering with program content. 
Mr. Fly denied at both the Wednes- 
day and Thursday sessions that FCC 
ever approved or disapproved a 
single program. 

“Under the guise that they fear 
we are looking into that control, the 
radio monopoly is trying to strike 
down our regulations,” Mr. Fly said. 
“They know well enough we are 
not.” 

Mr. Fly told the committee that 
he also objected to provisions of the 
bill which would permit parties to 
intervene at FCC hearings even 
though they have no clear legal in- 
terest. This provision, and another 
directing contested proceedings to 
the court of appeals, would ham- 
string the administrative process, 
he said. 


Cites Objections 
Even under the present rules, Mr. 
Fly told the committee, the Com- 


mission’s business is often delayed 
by intervention of doubtful parties, 
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particularly “dummy corporations” 
purposely set up to cause extendeg 
hearings. Under questioning from 
Sen. Gurney of South Dakota, y; 
Fly said he objected to the reduced 
status of the chairman under the 
bill, for “he will have respongj- 
bility for the actions of both qj- 
visions of the Commission, but little 
contact with them.” 

The FCC chairman surprised the 
committee by commenting tha; 
under a provision of the bill limit- 
ing any one party to a maximum of 
four on the FCC, either a majority 
of one of the two divisions, or the 
chairman himself would have to be 
of the minority party. Sen. Wheeler 
remarked, “In view of the Tuesday 
ne a maybe we'd better recon. 
sider.” 


FCC MEETING TO 
TALK FM, TELEVISION 


Washington, D. C., Nov. 4.—Goy- 
ernment officials and leaders of the 
radio industry will meet here Noy. 
17 to begin a study of the compli- 
cated problem of harnessing the 
wartime technical wonders ef radio 
to the nation’s postwar economy. 

The conference was called by FCC 
Chairman James Lawrence Fly, and 
will include members of the govern- 
ment’s interdepartmental radio ad- 
visory committee, and the radio 
technical planning board, recently 
organized by the Radio Manufac- 
turers Association and the Institute 
of Radio Engineers. 

The chief problem which must be 
met, Mr. Fly told a special press 
conference today, will be the as- 
signment of frequencies for FM, 
television, and the numerous other 
fields of radio, developed under the 
stimulus of war. 

Mr. Fly explained that the radio 
spectrum, though of tremendous po- 
tential spread, is currently cramped, 
and that a complete reallocation of 
frequencies will be necessary with 
the development of postwar radio. 
Unless this technical progress is to 
be delayed, he said, government and 
industry must begin studies now so 
that this equipment may be 
promptly put to constructive use. 

The studies will be infinitely com- 
plicated, it was explained, because 
only a small part of the available 
equipment has been exempted from 
the cloak of military secrecy. How- 


‘Agencies! Advertisers! 


HELP NEWSPAPERS 
BUDGET NEWSPRINT! 


Release complete 
schedules as far in 


advance as possible! 
Thanks, 


THE BRANHAM COMPANY 
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MATCHES PUT TO WORK 


William Jameson & Co. is featuring an 

appeal to cooperate at home in these 

book matches. The covers, printed in 

gold and yellow on a black background, 

carry @ product message on the back, 

with the inside space devoted to patri- 
otic messages. 


ever, Mr. Fly hopes that the group 
will be able to determine such basic 
questions as the number of tele- 
vision channels, and the frequency 
bands that should be reserved for 
FM, marine or aircraft use. 

Among the important postwar 
uses for radio, Mr. Fly mentioned its 
extensive possibility in industry, 
medicine and chemistry. He said 
it would be used in tremendous 
quantities in aircraft, and that it is 
used in industry now even to roast 
coffee. 

One of the most difficult questions 
the industry must consider will be 
the fate of the present standard 
broadcast band. With many house- 
hold receivers at the point of ex- 
haustion as a result of wartime 
neglect, the committee could easily 
decide to concentrate postwar pro- 
duction in FM. 

Best informed observers believe, 
however, that no such drastic step 
will be taken, and that the present 
standard band will be left virtually 
intact, out of respect to the many 
millions of AM receivers that will 
be in good condition after the war. 
They say that the industry will prob- 
ably offer AM, FM, television and 
combination sets. 


Foresees Television Networks 


Mr. Fly told his conference that 
nationwide networks of television 
stations are no longer out of the 
question. He explained that radio 
relays have been developed which 
will tie together a television net- 
work without the use of coaxial 
cables, tremendously costly equip- 
ment which had stymied prewar 
television. These same relays, he 
said, may overcome line charges for 
standard broadcast, and permit net- 
works to pipe their programs to the 
most isolated regions at little ex- 
pense, 

At the conference Nov. 17, the 
group will devote its effort to organ- 
izing and setting up machinery for 
detailed studies. The interdepart- 
mental radio advisory committee, 
commonly known as IRAC, is 
charged with allocating frequencies 
for government, including military 
use, while FCC controls wave bands 
used by civilians. 

Mr. Fly predicted that the devel- 
opment of aviation would pose great 
postwar problems for the radio in- 
dustry, since the radio is essential in 
every airplane. He expressed the 
hope that crowding of the airwaves 
could be solved through the use of 
ultra-short wave frequencies. 

Also present at the press confer- 
ence was E, K. Jett, chief engineer 
of the FCC. Mr. Jett predicted that 
as the war drew toward a close, 
material would soon be available 
for production of civilian radio 
equipment. He said that it was im- 
portant that the radio industry be 
Prepared to use this material. 

Mr. Jett explained that one im- 
portant problem that the group 
would have to consider would be 
the number of channels reserved for 
television. In his opinion, he said, 
—_ ‘ee, 18 channels were insuf- 
icient. 

Mr. Jett said that the postwar tel- 
“vision receiver would be far better | 
~an any that had been built before 
“€ war. He said that they would | 
Probably appear at several price 
ranges, depending on the size of the 
“creen. The 20-inch screen, largest 
screen now used successfully, he 
Said, provides a picture “as good as 


the middle of the orchestra in a 
theatre.” 


Kesten Upholds 
CBS Policy On 


Commentators 


New York, Nov. 4.—Staunchly 
upholding CBS policies on its news 
analysts, and citing from newscasts 
of world import to show its news 
policies are socially and ethically 
sound, Paul W. Kesten, recently 
named executive vice-president of 
Columbia Broadcasting System, to- 
day answered critics who have 
branded the network’s policies on 
newscasting as arbitrary and dicta- 
torial, at a packed luncheon-meet- 
ing at the Radio Executives Club. 

Mr. Kesten replied to those who 
have asserted the network has at- 
tempted to “gag” its news analysts 
by pointing out that CBS last year 


gave 3,000 hours free for soap box 
and debating forums, where both 
sides are permitted to do all the 
opinionating they wish. 

“The only thing we have pre- 
vented is the transformation of a 
news analyst’s desk into a soap box,” 
said Mr. Kesten, adding, “We will 
maintain the tradition of calm, non- 
partisan analysis of fhe news, the 
conception of free speech as respon- 
sible speech.” 

Mr. Kesten emphasized that CBS 
has erected a strong barrier against 
the “negative dangers of any other 
position which has been advanced.” 

“That barrier is our news policy,” 
said Mr. Kesten, “which protects the 
radio listener, the news itself, and 
the news analyst—against three 
kinds of pressure, namely govern- 
ment, business and broadcast man- 
agement.” 


Mactadden Ads 
Point Up Worth 
of Advertising 


New York, Nov. 4.—Beginning 
the second week in November, Mac- 
fadden Publications will launch a 
series of newspaper and business 
publication advertisements designed 
to dramatize the importance of 
advertising as a postwar planning 
weapon. 

Initial newspaper insertions will 
appear in New York, Washington, 
D. C., Detroit and Chicago, with 
other cities expected to be added to 
the list later on. Copy will point 
out that successful reemployment of 
servicemen and war workers de- 
pends on the generation of buying 


power on a greater scale than ever 


51 


accomplished before. 

Charles E. Wilson, formerly pres- 
ident ef General Electric Company, 
is quoted in the first advertisement, 
while quotations from dther busi- 
ness leaders will be feasured in sub- 
sequent insertions. 

In announcing the new campaign, 
which will stress the role of adver- 
tising in liquidating the national 
debt and reestablishing the country 
on a normal, peacetime footing 
which can only result through buy- 
ing power, O. J. Elder, Macfadden 
president, declared that “Advertis- 
ing builds sales, sales make jobs 
and jobs create buying power.” 

Walter M. Swertfager Company, 
New York, is the agency. ‘ 


Diamond Agency Moves 

Zan Diamond, New York adver- 
tising and publicity agency, has 
moved to 475 Fifth Ave. 


IN WOMEN’S MAGAZINES 


In Canada, Chatelaine has a reputation for origin- 


ality, for sensing the changing needs of Canadian 


women, for introducing new departments first, for 


creating magazine trends. 


When war came, 


the importance of women to 


the national economy increased, their interests 


widened and Chatelaine was first to re-proportion 


the ingredients of its editorial formula and set the 
new trend in women’s magazines. 


In Chatelaine’s vigorous, colorful pages of today, 


you see social, economic and religious trends inter- 


preted from a woman’s point of view. Chatelaine 


gives leadership to Canadian women in their wider 
spheres of activity as well as in their traditional 


interests—fiction, wartime meal preparation, fash- 


ions, beauty, home maintenance, care of children. 


Founded 15 years ago by The MacLean Publish- 


ing Company, Limited, Canada’s largest periodical 
publishing house, Chatelaine was designed to give 
Canadians their first magazine devoted exclusively 
to women’s interests. Chatelaine quickly became an 
outstanding success. 


Aided by the tool of reader research, Chatelaine 
set up a scientific editorial formula, directed to 
younger married women in Canadian urban homes. 
Chatelaine was first to introduce into Canadian 


magazine publishing such important features as these: 


Chatelaine Institute, a specially constructed House- 


keeping centre; Chatelaine planned Homes, designed 


Canadian 
Merchandising Service; and 


for conditions; 


Door Reader Surveys. 


But what of the future? 


Chatelaine’s Dealer 


Chatelaine’s Door-to- 


The Canadian woman is 


certain to play a more important part than ever in 


the shaping of public opinion as well as in spending 


the family budget. 


Win the interest and the support of Mrs. Canada 


and you have gone a long way toward complete 


victory in the growing consumer market of Canada. 


~ ROVIMBIN. i9t 


= TEA 


(hatelaine 


A Power in the World of Canadian Women 


481 University Ave., Toronto 2, Canada 


627 Mills Bidg., San Francisco 4 @ 309 W. Jackson Bivd., Chicago 5 @ 522 Fifth Ave., New York 18 @ Western Pacific Bldg., Los Angeles 15 


yIs 


Chatelaine has a 
national circula- 
tion of over 
250,000 equiva- 
lent to one in 
everyfour 
English - reading 


urban families. 
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SNPA Newsprint 
Group to Consider 
New Paper Mills 


Roanoke, Va., Nov. 4.—Exhaustive 
surveys must be completed before 
the newsprint mills committee of 
the Southern Newspaper Publishers 
Association can determine the loca- 
tion of new mills in the South, Carl 
B. Short, general manager, Roanoke 
Times and World-News, who heads 
the committee, said this week. 

The eight-man committee was 
named by George C. Biggers, SNPA 
president, and general manager, 
Atlanta Journal, as the result of 
action taken by the association at 
its Hot Springs, Ark., meeting last 
September. The Southland Paper 
Mills at Lufkin, Tex., employing 
southern pine, now is turning out 
newsprint which users declare 
highly satisfactory and the SNPA 
voted to make the construction of 
additional mills the association’s 
No. 1 postwar objective. It promoted 
the original Lufkin plant. 

The newsprint mills committee is 
assembling data from many sources, 
Mr. Short told Apvertistnc AcE, for 
presentation to the initial meeting, 
to be held soon. “I find tremendous 
interest being manifested by influ- 
ential people throughout the entire 
South,” he said. 


Yearly Output 60,000 Tons 


The modern plant of the South- 
land Paper Mills, a $9,000,000 mon- 
ument to faith in southern yellow 
pine as a newsprint source, now is 
turning out newsprint rolls at the 
rate of 60,000 tons a year. Ernest 
L. Kurth, president, is one of the 
heroes of the project, along with 
publishers James M. Stahlman, 


E. K. Gaylord and E. M. (Ted) 
Dealey. 
Mr. Gaylord, president of the 


Oklahoma City Oklahoman and 
Times, and Mr. Dealey, president, 
Dallas News, are members of the 
new newsprint committee, along 
with Victor H. Hanson, board chair- 
man, Birmingham News and Age- 
Herald; John F. Tims Jr., business 
manager, New Orleans Times-Pica- 
yune; Frank Daniels, general man- 
ager, Raleigh News and Observer; 


TUBES AT WAR 
6é 
THANKS , 
For The RADIO TUBES-Buddy/ 


1S HELPING RIM WIM THE WAR 


The reason for the shortage of radio 
tubes for civilian use is shown in this 
new window and store poster sponsored ' 
by Sylvania Electric Products, whose 
name and trademark appear in small 
type at the bottom. The poster was 
produced by — Lithograph Mfg. 


Charles P. Manship, president, 


Baton Rouge State Times and Ad- 
vocate; and John Dana Wise, gen- 
eral manager, Richmond Times- 
Dispatch and News Leader. Mr. 
Biggers is an ex-officio member of 
the group. 

Priorities were obtained a year 
ago for a $3,000,000 chemical pulp 
mill, an adjunct of the Southland 
paper mill, which is expected to 
swing into operation before the 
end of the year. Mr. Kurth, hon- 
ored at special ceremonies last June, 
pointed out that the main mill had 
manufactured and shipped 160,000 
tons of paper in three and a half 
years, and predicted that in the first 
decade after the war ends the pro- 
duction increase should reach a 
minimum of 1,000,000 tons annually 
in the South. The Southland mill 
newsprint, considered only slightly 
lighter than what is known in the 
trade as Standard Northern, saves 
its users freight rates on longer 
hauls and helps contribute to solu- 
tion of the nation’s wartime trans- 
portation difficulties. 
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‘Fight Paper Waste’ 
Campaign Readied 
by U. 5. Agencies 


(Continued from Page 1) 
program is a combination of two 
campaigns, conservation of wrap- 
ping paper and salvage of waste 
paper. In addition to soliciting the 
100,000 additional tons of waste 
paper monthly, the government 
hopes to reduce civilian use of 
wrapping paper 25% to save 250,000 
tons of paper. 


Supports Industry Efforts 


The government campaign will 

support a paid advertising campaign 
handled by Olian Advertising Com- 
pany, St. Louis, for the paper prod- 
ucts industry. This campaign, in- 
volving $44,000 a month in selected 
markets, has been running for some 
time. 
Paper salvage efforts have been 
enhanced recently by an agreement 
of the eastern and western paper 
manufacturing industry to pay ceil- 
ing prices through Feb. 15 for all 
properly processed waste paper. Un- 
der the present arrangements, some 
16,000 local salvage committees, as 
well as Boy Scouts and other organ- 
izations, are collecting paper. 

In the new salvage campaign, the 
public will be asked to save all types 
of paper. Junk dealers will buy the 
paper, or it may be contributed 
through a local collection plan or 
through a charitable organization. 


Expects Further Drop 


In drawing up the conservation 
and salvage campaign, WPB re- 
ported that production of wood pulp 
this year will be less than 9,000,000 
tons, compared with 10,000,000 tons 
used in 1942. The report said a fur- 
ther decline is expected in 1944. 

Conservation orders issued by the 
government, covering everything 
through cartons, envelopes, station- 
ery, wallpaper, greeting cards, tow- 
els, folding boxes, to grocery bags 
and shipping sacks have saved 885,- 
800 tons of pulpwood, WPB be- 
lieves. Yet these various measures 
have not been adequate to ensure 
a continuing supply of paper for 
essential war and civilian needs, 
officials say. 

According to a WPB survey, half 
the nation’s wood pulp consumption 
each year goes to containers; 25% to 
printing and publishing and the re- 
maining 25% to miscellaneous uses, 
including writing papers, wrapping 
paper and towels. 

Sees Big Saving 

Although a separate campaign is 
planned for industrial conservation 


of paper board, particularly contain- 
ers and cartons, the “Fight Paper 


“| Waste” program will attempt to re- 


duce the use of bags and wrapping 
paper by 25%. By making packag- 
ing “functional” for the duration, so 
that the merchandise is fully pro- 
tected but with resulting economy 
in material, WPB may save 750,000 
tons of wood pulp. 

The public will be asked to accept 
goods from stores unwrapped when- 
ever practicable and to use their 
own shopping containers when pos- 
sible. The government believes that 
retailers, reluctant to carry out a 
conservation program of this type 
by themselves, will cooperate whole- 
heartedly once official sanction is 
given the wrapping paper saving 
effort. 

The paper salvage effort was 
spurred by reports reaching Wash- 
ington last month that many paper 
mills were shut down one or more 
days during September and October 
because of a shortage of waste 
paper. 

The government’s waste paper 
salvage efforts had lagged since 
March, 1942 when an impending 
paper shortage was nipped by a spir- 
ited campaign. When the supply 
grew plentiful again, the market for 
waste paper broke, and no further 
nationwide effort was made. 

Media plans for the “Fight Paper 
Waste” campaigns have not yet been 
completed, but heavy emphasis will 
probably be placed on radio, motion 
pictures and graphic arts. 


CANADA PULP CUTTERS 
GET HIGHER PRIORITY 

Ottawa, Ont., Nov. 4.—The Cana- 
dian government finally announced 
this week that pulpwood cutting 


\ity for manpower purposes. 
E| though the higher category was not 


had been granted a “higher” prior- 
Al- 


officially announced, it is quite clear 


| that it is the “B” category or rating 


which has been forecast here for 
many weeks. 

Pulpwood cutting in Canada is 
now placed in the same category as 
logging, communications, transpor- 
tation, agriculture, newspaper pub- 
lishing and a number of other in- 
dustries, but below the most essen- 
tial groups such as base metals, 
aircraft production and direct war 
manufactures generally. 

In his announcement of granting 
a “B” category, Minister of Labour 
Humphrey Mitchell said he was 
confident that this and other meas- 
ures would do much to relieve the 
tight pulpwood situation affecting 
not only Canada but the United 
States and other countries which 
rely on the Dominion for part of 
their pulp and paper supplies. At 
the same time, he called for elimi- 
nation of non-essential use of paper 
and pulp products and “an effective 
and vigorous program of waste 
paper salvage.” 

The United States gets 75% of its 
newsprint paper requirements from 
Canada, said the minister, and 
“without newsprimt paper from 
Canada the publication of news- 
papers in the United Kingdom, 
Australia, and other United Nations 
and countries liberated by the Al- 
lies would be impossible.” This ex- 
port business has represented the 
largest single industry cash income 
to Canada from exports of its manu- 
facturers. 


ANPA LAYS PLANS FOR 
PAPER SALVAGE DRIVE 


New York, Nov. 2.—Newspapers 
have already launched a large meas- 
ure of cooperation with the current 
efforts to collect waste paper, and 
the American Newspaper Publishers 
Association has already completed 
plans for a waste paper drive which 
will be promoted vigorously just as 
soon as all angles are carefully 
checked and collection facilities are 
assured, Cranston Williams, general 
manager of the ANPA, told ApvErR- 
TISING AGE this week. 

Last Saturday the ANPA sent 
questionnaires to all newspapers in 
cities where the Waste Paper Con- 
suming Industries campaign is run- 
ning, pointing out that representa- 
tives of the ANPA are holding con- 
ferences with the WPB salvage di- 
vision on the subject of waste paper 
collection “and a prompt reply to 
the questions on the attached sheet 
will furnish some important infor- 
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the best steps to take to aid in ty 
collection of waste paper.” ' 

“The importance of waste paper 
collection is more urgent than | ¢a, 
emphasize in this letter,” Mr. wi, 
liams told the publishers to who, 
he wrote. The questionnaire sought 
a complete picture of the wast, 
paper collection operation in each 
city, with particular emphasis on 
the adequacy of the collection prog. 
ess, prices paid, and suggestions q, 
to how newspapers might best aig 
the drive. 

In some cities newspapers have 
already begun publishing aj), 
front-page boxes urging the collec. 
tion of waste. In Chicago, for ey. 
ample, the dailies are carrying syc) 
boxes in connection with the city’, 
“Victory Scrap Bank,” with collec. 
tions scheduled to reach a peak o, 
Armistice Day, when Boy Scoyt: 
and others will attempt to collect a); 
available supplies. 


Get Ready for 15% 
Paper Cut, Risley 


Warns Magazines 


Washington, D. C., Nov. 4.—Wa)- 
ter J. Risley, chief of the magazine 
section of the WPB printing and 
publishing division, said today that 
reports of a revision in the 1944 
paper quota to require only an addi- 
tional 10% cut instead of 15% as 
recommended by the magazine in- 
dustry advisory committee are 
“wishful thinking.” 

In denying the reports that had 
circulated in the trade, Mr. Risley 
said, “When we asked for an addi- 
tional 15%, we meant it.” He said 
that he, too, had heard the report 
and that he thought it was time t 
stop guessing and prepare for the 
cut that had been recommended by 
the industry committee. 

Revisions of L-244 to provide for 
the reduction in magazine print 
paper have not been completed yet, 
Mr. Risley said, but they certain}; 
will exceed 10%. 


Changes Subsidiary Name 

Goodyear Tire & Rubber Com. 
pany, Akron, which is operating 
more than 35,000 acres of cotton 
farm land in the Salt River Valle; 
of Arizona, has changed the name 
of its subsidiary there, The South- 


mation so the ANPA can determine 


east Cotton Company, to Goodyear 
Farms. 


\") 


look to 


Now...more than ever... 


YOU should 


Fatthorn 


| 


With the war making a big demand on per- 
sonnel, advertising agencies and advertisers 
must look to the best and simplest way to 
handle their production requirements. This 
can be accomplished through Faithorn 
COMPLETE SERVICE —Ad-setting, Engraving 
and Printing, with art work and layouts — 
all under ONE roof. Why send cuts to one 
concern, type to another, blocks away, and 
then give your printing to a firm even. 
farther distant? You can cut costs, eliminate 
worry and save TIME, TROUBLEand MONEY by 
| having Faithorn do the complete job. Only 
| ONE contact and ONE order necessary. Let's 
get together. Write, or phone Wabash 7820. 


AD-SETTING =. 
504 Sherman Street 


Faithorn Corporation 


ENGRAVING .- 
Phone Wabash 7820 - 


PRINTING 
Chicago, IIlineis 
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Believe Dailies 
Can Avoid Further 
Paper Cut in ‘43 


Washington, D. C., Nov. 3. — Of- 

ficials of the WPB printing and 
~ublishing division reported today 
that prospects are now good that 
newspapers will save enough paper 
from their inventories to permit the 
industry to go through the re- 
mainder of 1943 without additional 
paper cuts. ; 
* For more than two weeks since 
the newspaper industry advisory 
committee recommended inventory 
reductions as the solution to a 16% 
gap between the newsprint demand 
and supply for the quarter, the di- 
vision has been carefully collecting 
information from 125 large publish- 
ers, who were expected to reduce 
orders with the mills at least 40,000 
tons a month for November and 
December. 

Although returns are still incom- 
plete, officials now believe that the 
newspaper industry will be able to 
make the necessary savings, and 
that no compulsory cut in paper 
usage will be necessary. 

Under revisions of L-240, the 
newpaper limitation order, all 
papers will reduce their inventories 
10%. This is expected to provide 
half of the 40,000 ton-a-month sav- 
ing, with the rest to be made up 
through further voluntary savings 
by large consumers. Another new 
amendment requires that publishers 
certify that their paper purchases 
are for a proper use under L-240. 

In announcing the inventory cut, 
however, the printing and publish- 
ing division promised publishers 
that those who use less than their 
paper allotment for the fourth quar- 
ter would be permitted to carry 
over the saving for use during the 
first quarter of 1944. 

This carryover provision, a 
standard part of the magazine limi- 
tation order, L-244, had not been 
incorporated in the newspaper 
order. It was inserted this week to 
encourage less than quota use of 
paper during this quarter, and to 
allow newspapers to build a “cush- 
ion” against probable cuts next 
year. 

The amount of the newspaper cut 
for the first quarter of 1944 has not 
yet been determined, and may not 
be decided even at the next meeting 
of the industry advisory committee 
Nov. 16, since WPB must first agree 
on newsprint imports with Canada. 
It is expected, however, that a com- 
plete revision of L-240, involving a 
shift from 1941 to 1943 as a base 
year, will be determined soon. 


Disc Makers-AFM 
Resume Hearings 
Before WLB Panel 


New York, Nov. 3.—With RCA 
Victor, Columbia Recording Cor- 
poration and Radio Recording Divi- 
sion of NBC determined to hold the 
line against accepting contractual 
terms similar to those given to other 
major transcription companies, and 
with James C. Petrillo, AFM presi- 
dent, equally determined not to re- 
lent, both sides girded themselves 
for a continuance of their battle, 
which resumed today before a spe- 
cial WLB panel appointed to arbi- 
trate the dispute. 

Highlighting the resumption of 
the hearing were two actions, one 
of which irked the WLB panel no 
little. This was a statement dealing 
with the recent declaration by the 
steering committee of NAB that it 
was in accord with comments which 
branded the contracts between AFM 
and disc companies as “vicious” and 
which reflected on the WLB panel. 

The more important’ episode, 
which opened the hearing, was the 
reading of a copy of a telegram by 
Ralph F. Colin, counsel for Colum- 
bia Recording, sent last Tuesday by 
the three petitioners to William H. 
Davis, chairman of the WLB in 
Washington, requesting that the 
board take no action on the agree- 
ments signed by AFM and the 
transcription companies until pres- 
ent hearings by the three petition- 
ers are concluded. Copies of the 
telegram were sent to all industry 
members of WLB. 

Joseph A. Padway, counsel for 
AFM, objected to this move on the 
part of the petitioners which sought 
to delay WLB’s action on the con- 
tracts accepted by the disc compa- 
nies. Mr. Padway asserted that the 
three present petitioners should 
have presented their case from the 
beginning instead of waiting until 
now to see if the contracts should 
be approved or nullified by WLB 
in Washington. 

Counsel for the three companies 
cited examples to the panel of what 
would accrue in payments to the 
musicians making the recordings 
and what the direct payment fee 
would be to the union for such 
recordings, under the AFM terms. 
It was pointed out that from four 
to ten times as much revenue would 
go in direct pd¥ments to the union 
as the musicians received for their 
work. 

Mr. Petrillo declared that while 
his men had no argument insofar 
as their earnings were concerned on 
recordings, discs made by top name 
bands kept many other musicians 
idle: Mr. Petrillo mentioned a re- 
cent meeting with William S. Paley 
of CBS and David Sarnoff of RCA 


Wren it comes to coverage, you need 


nothing short of WTAG to reach the Central New England 
radio audience. Keeping the dial on Worcester’s Columbia 
outlet has become as fixed a habit in this concentrated war 
production area, as going to bed. 


WTAG faithfully upholds its reputation as Central 
New England’s local reporter of the air. WTAG is a Must 
Station to the families of Worcester’s 400 different war 
working industries, no less than their half billion dollar 
income is a Must Market in Massachusetts. 


when You Buy Time— 
Buy Aa Audience 


WTAG 


WORCESTER 
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COLUMBIA 


PAUL H. RAYMER CO. 
National Soles 
Representatives 


Associated with the 


Worcester 
Telegram-Gazette 
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NEW SOUP MIX 
Pittstugghs Newest 1h4-/ 
upton’s BLACK BEAN SOUP 


Newspaper copy in the Pittsburgh and 
Hartford areas promotes Lipton's Black 
Bean dehydrated soup mix. 


in which Mr. Sarnoff agreed that 
a law should be effected giving 
AFM control of records played in 
juke boxes and other mechanical 
devices. 

Mr. Petrillo asserted that if the 
recording companies paid such a 
fantastic sum as $100,000,000, the 
AFM would turn it down in pref- 
erence to having control of record- 
ings after being released. The deal 
with the other recording companies 
for four years, said Mr. Petrillo, was 
made in the hope that a solution to 
the problem of controlling discs 
would be found by the transcription 
and record companies during this 
period. 


Reject Sarnoff Proposal 


The NAB flatly rejected a pro- 
posal submitted by David Sarnoff, 
president of RCA and William S. 
Paley, president of CBS, whereby 
their respective record subsidiaries 
would collect fees on discs used by 
radio stations. 

The plan outlined before NAB 
ealled for Mr. Petrillo’s union, RCA, 
CBS, and the broadcastars’ associa- 
tion to seek jointly new federal 
copyright legislation which would 
recognize that the interest of both 
manufacturer and performing artist 
does not end with the sale of a disc 
subsequently used for commercial 
purposes. Under such legislation 
juke boxes and the broadcasters 
would pay most of the fees. 


SARNOFF AND PALEY 
MEET WITH PETRILLO 


New York, Nov. 5.—David Sar- 
noff, RCA president, and William S. 
Paley, CBS president, who will 
leave shortly on a foreign war mis- 
sion, met behind closed doors at 
4:30 this afternoon with James C. 
Petrillo in an effort to reach an 
amicable settlement of the music 
situation. At 6:30 p. m. they 
emerged, Mr. Sarnoff asserting that 
“definite progress had been made in 
an air of harmony and good feel- 
ing,” and that another meeting has 
been agreed to at a date to be set 
later. 


LIEUT. HAMILTON MORRIS 


Chicago, Nov. 3.—Many leaders 
in advertising and publishing at- 
tended the funeral of Lieut. Hamil- 
ton Morris, 26, Army air forces, who 
was fatally injured in a crash at 
Glendale, Cal., Oct. 22, at St. Igna- 
tius church here last week. Lieut. 
Morris, who was the son of A. M. 
Morris, Mill Supplies, and a nephew 
of Robert H. Morris, American 
Builder, served McGraw-Hill in 
New York for two years as assistant 
to M. A. Williamson, Chem & Met. 
Following the accident Lieut. Mor- 
ris died in a hospital on Oct. 24. 
Interment was ih Calvary cemetery 
in Chicago. He is survived by his 
parents and a brother. 


L. W. SEELIGSBERG 


New York, Nov. 5.—Leonard W. 
Seeligsberg, 67, vice-president and 
treasurer of O. S. Tyson & Co., New 
York, was found dead yesterday in 
his home. He had suffered a heart 
ailment for 15 years. He had been 
with the agency 19 years and was 
previously with McGraw-Hill Pub- 
lishing Company. 
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Lipton Launches 
Dehydrated Soup 
in Test Compaign 


New York, Nov. 4.—Thomas Lip- 
ton Company, long famous as maker 
of Lipton’s tea, has entered a new 
soup mix in the dehydrated field, 
Black Bean Prepared Soup Mix. 

The product was introduced in a 
test campaign in the Pittsburgh and 
Hartford areas through 750-line 
copy appearing three times in Octo- 
ber and is scheduled for similar 
insertions in November and Decem- 
ber. Newspapers carrying the ad- 
vertisements are the Hartford 
Times, Pittsburgh Press and Pitts- 
burgh Sun-Telegraph. 

Lipton also has a chicken noodle 
soup in a paper package on the 
market. 

Young & Rubicam, New York, is 
the agency. 


Cole Heads London Club 


C. E. Cole, manager of Crane & 
Co. Ltd., London, has been elected 
president of the Advertising and 
Sales Club of London, Ont. T. O. 
Robinson, London Life Insurance 
Company, and S. S. Tobias, Fire- 
stone Tire & Rubber Co. Ltd., were 
elected Ist and 2nd vice-presidents, 
respectively. A. R. Morrison con- 
tinues as secretary-treasurer. 


Plans Shoe Paper 

Fairchild Publications, New York, 
gave the’ shoe industry war confer- 
ence and market week in Chicago, 
Nov. 1-4, a preview of a new shoe 
publication which Fairchild expects 
to issue after the war. Designed 
primarily to serve the needs of shoe 
stores catering both to men and 
women, it will consist principally 
of reprints of shoe material from 
Women’s Wear Daily and Men’s 
Wear, two existing Fairchild publi- 
cations. 


Treanor Takes WPB Post 


Arthur R. Treanor, vice-president 
of Booth Newspapers, Inc., of Mich- 
igan, has been appointed deputy di- 
rector of the WPB printing and pub- 
lishing division, as assistant to 
Harry M. Bitner. 
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GE Plan Offers 
Postwar Priorities 


on Equipment 
(Continued from Page 1) 


stations now in operation, adding 
that five years after the war there 
will be 500 FM stations in operation 
and 750 AM stations. He saw an 
immediate potential postwar market 
for 12,500,000 home radio FM re- 
ceivers, and another big market in 
car radios with the same feature. 

W. R. G. Baker, vice-president 
in charge of GE’s electronics de- 
partment, forecast modernization of 
many AM stations as well as expan- 
sion of FM broadcasting as a post- 
war development. 

Last March 17, RCA offered the 
first priority plan in the industry 
whereby theater exhibitors were 
given the opportunity to apply now 
for postwar deliveries of RCA sound 
projection and other equipment. 
Known as the “purchase priority 
plan,” it offered preferred positions 
on a priority purchase list enabling 
buyers to build up an interest bear- 
ing cash reserve to apply against 
postwar purchases (AA, March 22). 


NSC Reorganize Division 

National Safety Council, Chicago, 
has reorganized its industrial safety 
engineering division to provide 
more practical and specific assist- 
ance on accident and health prob- 
lems in modern industry. Engineers 
on the staff have been appointed as 
staff contact men for one or more 
of the industrial sections, assigned 
in accordance with experience and 
knowledge of the industry repre- 
sented. 


Joins United Artists 

Paul N. Lazarus Jr., director of 
United Artists advertising and pub- 
licity, New York, has named Louis 
Pollock as his assistant to fill the 
vacancy created by the resignation 
of Robin Harris, who is en g the 
Army. Mr. Pollock has just re- 
turned from Hollywood, where he 
prepared radio scripts and handled 
publicity for the Independent Mo- 
ay Picture Producers of Califor- 
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MOLINE 


ILLINOIS 


and 
You’ll See 


PLENTY 


HOME 
of the 
ROCK ISLAND 
GOVERNMENT 
ARSENAL 


where 


103,526 


(1940 U. S. Census Met. Pop.) 


can be made 
@ major source 
of 


POST-WAR 
SALES 


claim a 


MOLINE 
DISPATCH 


Take a Close Look 


ROCK ISLAND 


RIGHT NOW is the time to think about 
Post-War markets. The Nazi knees are 
buckling and the ten count will begin—one 
of these days soon. That's when you'll ap- 
preciate Rock Island-Moline. There will be 
103,526 busy, prosperous people CAPABLE 
and EAGER to react favorably to your 
sales appeal via Argus-Dispatch coverage. 
Our present population is well beyond the 
1940 figure of 103,526 — but — despite 
probable losses, with the coming of peace, 
we know this market will continue to rightly 


100,000 population markets. Bear in mind 
this FACT: More than 90°/, of our produc- 
tion facilities existed BEFORE the war and 
will be aggressively active when the lights 
go on again. 


National Representatives — The Allen-Klapp Co. 


spot on any schedule aimed at 


One Space Order 
“ARGUS-DISPATCH" 
Blankets this Market 


ROCK ISLAND 
ARGUS 
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The Chairman of the Board Makes a Sale 


Hes the essence of dignity when he meets with his directors. 


He commands the respect, if not the awe, of his associates. 
These few may well be controlled by dignity and awe. 


But, in his family circle, in the privacy that is home, he dis- 
cards his austere manner and becomes the favorite of the whole 
family, young and old. Yes, the chairman of the board knows how 
to handle people as individuals. A pity that he sometimes lets his 
definition of dignity influence his selection of advertising media. 


Somebody should tell him that though dignity and the austere 
manner may have their proper place, they can be out of place too 

. especrally among his customers. They are made up of indi- 
viduals and families—families who get a kick out of vital, homey 
things—who read “the comics” every week. Yes, who love “the 
comics,” for their vitality and their human qualities. 


Customers, after all, are people. In Puck-The Comic Weekly 
they're following the weekly ups and downs of “Tillie The Toiler”’ 
or “Jiggs and Maggie’—and then reading right on down the page 
through the message of some wise advertiser. They're chuckling 
over “Donald Duck” and “The Katzenjammer Kids,” raising an 
eyebrow over Ripley’s tales, zooming along with “Flash Gordon” 
—AND—carrying that same attentiveness and interest on to the 
messages addressed to this amazingly receptive family market. 


When choosing a medium to carry your advertising message, 
whether selling or institutional, consider the following: 


1 ..More people (men, women and children) read “the 
comics” than any other entertainment feature. 


2 .. Visibility and readership are tops because Puck-The 
Comic Weekly accepts only one advertisement to a page. 


3 .. Puck produces results. A leading dentifrice manufacturer 
used a single color page in 1933. Year after year for the past ten 
this advertiser has increased his schedule. Today he is one of the 


most consistent users of space in Puck-The Comic Weekly. 


Puck-The Comic Weekly is distributed to more than 6,000,000 
families through 15 great Sunday newspapers from coast to coast 
and is read by over 20,000,000 people — men, women and chil- 
dren. 


“The comics” are tops with growing children as well as adults, 
so sales minded executives with an eye to the future should ask 
to see and carefully consider Puck’s analysis of “Your Customers 
of Tomorrow,” a sound presentation chock-full of sales informa- 
tion. Puck-The Comic Weekly, 959 Eighth Avenue, New York 
— Hearst Building, Chicago. 
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PHOTOGRAPHIC 


POST-MEALTIME MADE EASY 
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Out of the Great North Woods epme these modern aids to sen- if j 
ible living. From the tough fibres of spruce pulp, Keyes molds 
each plate and dish individu —as fine chiva is molded. All 


are sterilized and packed for shipment im dust proof case 


BUY MORE WAR BONDS 


SAVADAY BAK-O-WARE 
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KEYES FIBRE COMPANY 420 LEXINGTON AVENUE, NEW YORK 17, N. Y, Plont at Waterville, Maine 


This full-page advertisement in the Oct. 30 issue of The Saturday Evening Post 
is the first consumer copy to be used by Keyes Fibre Co. The campaign is designed 
to establish the brand name with a view to postwar markets and to play up the 


convenience in using paper dishes. Alley & Richards, New York, handles the 
account. (Story on Page 44.) 


CHANGES—IN STYLE AND NAME 
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At the left is the kind of ethical copy “Petrolagar” ran more than a decade ago; 
at right, the latest medical journal advertising of Petrogalar Laboratories, Inc., 
Chicago. (Story on Page 42.) 


WESTERN CARTRIDGE TELLS WARTIME STORY 


Wherever America Fights . . . 
Western fs Fighting. Too! 9a 
& 
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These two full-color, full-page advertisements are among the series launched 
by Western Cartridge Co., East Alton, ill., in national and outdoor magazines, as 
well as service men's and juvenile publications, showing the magnitude of its war 
Production. D'Arcy Advertising Co., St. Louis, handles the account. (Story 
on Page 24.) 


REVIEW OF THE WEEK 


LEGENDARY 


The last line of the traditional bridal 
verse provided the name "Something 
Blue" for the first perfume to be 
launched by Gourielli, Inc., New York. 
Packaged in blue rayon faille, a sachet 
attached to the cover of the box pro- 
vides the ‘something blue” for the bride 
to wear. 
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CELEBRATES 2,000TH FOR SAN ANTONIO BREWERS 
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Celebrating the 2,000th consecutive broadcast of “Pearl News,” sponsored by 

the San Antonio Brewing Association, are, left to right: Jack N. Pitluk, presi- 

dent of Pitluk Advertising Agency, which handles the account; B. B. McGimsey, 

vice-president and general manager of the association; Corwin Riddell, WOAI 

news reporter featured on the series; Mayor Gus B. Mauermann of San Antonio; 
and Hugh A. L. Halff, manager of WOAI. 


AXIS MINUS IL DUCE IN LAST POSTER EPISODE 


“SOUND POWER. 
‘ os af 


F Ty ree “i 
ey * re 


0 


Puget Sound Light Co.'s current outdoor poster design, appealing for war bond purchases, has taken on the effect of anima- 
tion, with news breaks changing the position of the Axis figures clutched in Uncle Sam's fist. Strang & Prosser Advertising 


Agency, Seattle, handles the utility's account. 


SWIFT SERIES EXPLAINS WARTIME PROBLEMS OF MEAT INDUSTRY 


eserve a million “lowers” for 
Lamb Chops on the move — 
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Swilt & Company 
Food Purveyors to the B.S,4& 


To increase consumer understanding of problems facing livestock producers, the meat packing industry and retail meat 
dealers, Swift & Co. is running @ series of special advertisements in national magazines tying in with the government's 


“Food Fights for Freedom" drive. 


Transportation is just one of the many steps in the production of meat, this one of 


the series points out. 
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“Important News About 


40,000,000,000 ‘Women’s Group Market 


~ 


is 


Everas weeks ago, itt behalf of our Fawcett Women’s 
Group True Confessions, Movie Story, Motion 
Piéture Swe ran an advertisement entitled “A significant 
new Situation in America’s great $40,000,000,000 
_Wemen’s Group market.” 


& it, we published for the first time exactly what Fawcett 
‘oup now offers to advertisers and their 


3 first 6-months A.B.C. average, we stated 
Women’s Group now delivers: 


GS, 101,993 circulation—leadership by over 176,702 
98.2% newsstand—leadership by 403,779 
$1.28 per thousand (against $1.38 and $1.35) 
+783 copies per dollar (against 722 and 739) 
62.6% married women readers 
‘73% readers in 18-to-34 age group 
=an actual circulation bonus of over 900,000 primary 
readers 
and currently, even under paper rationing, a July- 
November inclusive average of 3,147,218. 


We believe you are entitled to a complete summation of 
events preceding this leadership. For beyond question, as 
the above facts and figures show, Fawcett Women’s 
Group now leads in the so-called “Women’s Group” mar- 
ket. In circulation. In rate economy. In newsstand sales. 
In number of advertisers. In advertising linage and dol- 
lar revenue. Leads, in fact, according to every rule and 
yardstick by which advertising space is bought and sold. 


* * * * + 


Those are the facts. Alone by themselves, they are thrill- 
ing to us and important to you. 


But their true importance—indeed, their basic signifi- 
cance in relation to the women’s market — stands clearly 
forth in the light of recent changes (adjustments is a better 
word) in our magazine set-up: 


sDuring 1943, we announced the discontinuance of two 

ets from Fawcett Women’s Group. (1) Last 
March, when paper rationing first took effect, Hollywood 
was merged with Motion Picture. (2) More recently you 
have received notice of the suspension of Romantic Story 
effective with January 1944. 


The purpose of these changes was to reallocate available 
paper tonnage to the benefit of our three strongest 
Women’s Group magazines— True Confessions, Movie 
Story and Motion Picture—thus mategsially strengthen- 
ing the Group itself. Just as many manufacturers, under 
materials shortages, have curtailed the variety of items 
in their merchandise lines to concentrate on their best 
and most popular “numbers,” Fawcett Women’s Group 


has now, this way, been streamlined to give better value 
to readers and advertisers alike. 


Now, what has so far resulted from these moves ? What 


is the current outlook? And what of the future? 


The figures already quoted answer these questions in 


part. Adding to them, we submit the following facts and 
forecasts : 


1. Despite the fact that Hollywood is included for 
three months only, net paid circulation of the Faw- 
cett Women’s Group for the first half of 1943 aver- 
aged 3,101,993, giving advertisers an average 
bonus of over 900,000 copies and a gain over 1942 
of 223,000. 


2. Current estimates for the last six months of this 
year show an average monthly delivery of 3,164,480 
for four magazines as against 3,107,084 for five 
magazines in the same period a year ago. Even if 
you eliminate Romantic Story entirely from these 
figures, you have an average delivery of approx- 
imately 2,941,000 copies—nearly % of a million 
over our present guarantee. 


3. These substantial circulation gains—made now by 
True Confessions, Movie Story and Motion Pic- 
ture alone—have resulted not only from distrib- 
uting sufficient magazines to meet an active and 
growing demand, but from extensive editorial 
changes and improvements in the magazines them- 
selves. 


4. IMPORTANT: Thanks largely to these changes, 
we have not been compelled to ration advertising 
space as many publishers have done. Foreseeing 
further cuts in paper allotment, we have through 
these changes provided a huge cushion in our 


and its No. 1 Medium: 


900,000 bonus, which if necessarywili be reduced 
to accommodate increased advertising space with- 
out penalizing editorial content. This, you will 
agree, is sound publishing procedure. 


5. Looking ahead to 1944—we expect to hold net sales 
at approximately 3,000,000 in the early months of 
the year; we definitely plan no further changes in 
the Fawcett Women’s Group; we confidently ex- 
pect to continue giving more advertisers more cir- 
culation, at less cost, than any other major unit in 
the field of women’s magazines or groups. 


To sum up: In 1943 Fawcett led its immediate field in 
circulation, rate economy, newsstand sales, number of 
advertisers, advertising linage and dollar revenue. 


And the facts available for 1944 indicate that during the 
coming year, Fawcett Women’s Group will hold and 
consolidate this leadership. 


* * * * * 


We are proud of these leadership facts. They have been 
true for some time. For foods, drugs, cosmetics, wearing 
apparel, notions, novelties, anything you sell to women, 
Fawcett Women’s Group offers you the most effective 
selling bwy in America, at a lower cost per sales-unit 
than has ever before been possible. 


Fawcett «27 Women’s Group 


NEW YORK: 1501 Broadway ....... Longacre 3-2800 
CHICAGO: 360 N. Michigan Blvd... ... Central 5750 
LOS ANGELES: Simpson Reilly Ltd., Garfield Bldg... . . Michigan 742! 


SAN FRANCISCO: Simpson Reilly L td., Russ Building . . . Douglas 4994 


(answers printed upside down below) 


Faweett’s True Confessions is a young magazine. 
Young not only in outlook, in editorial policy and 
readership, but young in actual years. Yet in the few 
years of its existence, True Confessions has estab- 
lished a high place for itself among the periodicals 
of America. 


The ranking of newsstand publications show how 
True Confessions moves on the nation’s newsstands. 
True Confessions stands 4th in demand newsstand 
circulation. There is however, one great and signifi- 
cant difference. The magazines which rank first, 


SUOISSOjUOD ONsy “*y S.HPD°W E 


What are the Four Largest-Selling Magazines on the Nation’s Newsstands ? 


second, third, have a definite percentage of subscrip- 
tion circulation. True Confessions, on the other 
hand, enjoys almost complete newsstand demand ; 
actual percentage, 98.1%. In other words, True Con- 
fessions subscriptions circulation (for second-class 
mailing purposes only) is 1.9%. 


What does this mean to you? It means that when 
you advertise in True Confessions, you advertise to 
1,500,000-plus women who want so badly to read it 
that they are willing to make a special trip to the 
newsstands of America 12 times a year. In this re- 
spect, True Confessions is not “No. 4,” but No. 1! 
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